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HOW PROPERTY MANAGERS WILL SPEND THEIR 
MODERNIZATION DOLLAR See Page 22 








As to the name, there is no question . . . your own customers 


A OUNK r08e o 


A PRICE FOR ANY BUDGET 
SEE CRANE 


THE HOMEMAKER. This compact sink is ideal for 
small kitchens—basin, drainboard, and plenty of 
storage in a 42” space. Outlet accommodates General 


Electric Disposall. 


CRANE 


CRANE CO., GENERAL OFFICES: 
836 S. MICHIGAN AVE., CHICAGO 5 


PLUMBING AND HEATING e 
VALVES © FITTINGS © PIPE 


have established Crane as the favorite name in plumbing. 

So choosing a sink for any one of them becomes a matter 
of size and price. And here, too, Crane has everything your 
customers may wish—a sink for every space, a price for 
every purse. One or two basins . . . single or double drain- 
boards... Crane has them in all combinations, including the 
most complete counter-top installations you'll find. 

This breadth of line is typical of Crane wherever you see 
it. In bathrooms, too, where Crane offers complete groups 
in every price bracket. Again in home heating, where Crane 
supplies every requirement for any system . . . hot water, 
warm air, or steam .. . coal, coke, oil, or gas. 

When making selections from the complete Crane line, 
you'll find it helps to check your plans with your Crane 
Branch or Crane Wholesaler. 








CRANE KITCHEN SINKS range all the way from 38” to KA 
72” in width, include such popular features as retract- S 3S, 
able hose spray . . . swinging mixing spout . . . finger- Ira =z 
tip Dial-ese controls. - __ Att. vy = 
ea > =—, => a ——, 38 in, 
=< oa — 7 iT —-_— wide 


: TOI | se | rz 
| | | “| | | " 
4 
eee — a —__| 
KITCHEN PRIDE KITCHEN QUEEN SUNNYDAY 
38 in. wide 72 in. wide 54 and 60 in. wide 


NATION-WIDE SERVICE THROUGH BRANCHES, WHOLESALERS, PLUMBING AND HEATING CONTRACTORS 














_ home makers appreciate the good looks, conveni- 
ence, and utility of glass . . 


When they remodel or build they specify lots of glass; when 


they want it in their homes. 


they buy a house they expect it. And it will pay you to see that 
they get it—whether you are building single houses on con- 
tract, building a number of units for resale, or merely making 
useful suggestions to customers. 

Glass can be used in many ways to add charm and comfort 
to a home. For example, a picture window brings outdoor 
beauty inside, admits plenty of cheerful daylight. Carrara 
Structural Glass is ideal for bathroom or kitchen wainscots, 
for sink and lavatory splash boards, for window sills. Pitts- 
burgh Mirrors reflect the color and gaiety of a room, make the 
room seem larger, brighter. And when you want privacy with- 
out shutting out natural daylight, a panel of Pittsburgh Corn- 
ing Glass Blocks is the solution. 


Pittsburgh Glass Products are the recognized leaders. 


PAINTS - GLASS - 


Saeko 2 a ae. 


sms 


CHEMICALS 





Why not mail the coupon below and get our 
booklet illustrating many modern ways to use 
Pittsburgh Glass in homes? No obligation 


> ee ce ce wee ee ee we we we we ee we ow a a 
| 
| Pittsburgh Plate Glass Company 
; 2271-9 Grant Building, Pittsburgh 19, Pa. 
| Gentlemen: 
| Please send me, without obligation, your four- 
| color illustrated book showing modern uses of glass 
| in the home 
| 
| Name 
| 
| Address 
| 
1 City State 
* BRUSHES - PLASTICS 
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MODERN ROOM IDEAS is a new 42-page 
American-Standard book your clients will 
want to see. It shows bathrooms, kitchens, 
basements, and utility rooms in full color— 
—and includes scaled floor plans, color 
schemes, details of special room features. 


Modern Room Ideas stimulates people's de- 
sire for better homes by showing what 
interesting rooms can be created with 
American-Standard Heating Equipment and 
Plumbing Fixtures. The book sells for 
$1.00. Get your copy now from your Heat- 
ing and Plumbing Contractor. 
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American-Standard 


First in heating ... first in plumbing 
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both heating equipment and plumbing fixtures 


@ Selecting the right heating equipment and plumbing 
fixtures for the homes you are building is simplified 
when you turn to American-Standard. 

No line is more complete. From the wide range of 
products available, you can find just the style, size and 
color of plumbing fixtures to fit your particular architec- 
tural plan or decorative scheme. Your choice of heating 
equipment is equally as extensive, for American-Stand- 
ard offers you the finest that money can buy in radiator 
heating, warm air heating, and winter air conditioning 
—and for every kind of fuel. 

And, remember, when you specify or buy American- 
Standard throughout, you are saying that only the best 
is good enough for the homes you build. American 


Radiator & Standard Sanitary Corporation, P. O Box 
1226, Pittsburgh 30, Pa. 
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STILL GROWING ... 








SIXTEEN DESIGNS! 


@ Sensation of the building market, National Homes’ “Thrift Home,” 


introduced in 1948, scored a success which has resulted in the addition 
of 16 new designs 8 two bedroom sizes and 8 three bedroom sizes. 
Yes, the “Thrift Home” is still growing because it is the home thou- 
sands of families want — well-built, attractive, and easy to finance. 
The cost, with added refinements and improvements, is still approx- 
imately $6,000 and the down payments are still around $300. This 
home enjoys wide public acceptance and its dealer organization is 
backed by aggressive National Advertising. Why not see if you are 
eligible for a dealer franchise and if the territory you would like to 
live and prosper in is still open? 


Advertised in Life, Post, Collier's, 
Household, Time and other lead- 

6 ing national magazines plus se- 
lected daily newspapers. 


HOMES Corporation 


LAFAYETTE, INDIANA, u. $. 


NATION’S LARGEST PRODUCERS OF 


o>) 


October, 1949 





National Homes Dealer Guthrie May, of 


Evansville, Ind., ex-G.l., has erected over 
225 homes since 1946, says the new “Thrift 
Home” is today’s biggest opportunity in 
the home building field. “Thrift Homes” 
are fully insulated, have Youngstown 
kitchens, wall furnaces, complete bath and 
many other fine-home features. Dealers 
find it a profitable pleasure to sell them 
to home-hungry families. 


Acceptable to 


FHA for maximum insured mortgages. 


PREFABRICATED HOMES 
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Architect: William Braun, Cleveland, Ohio 


How to DOUBLE the sales appeal of big windows 


Picture Windows! Their beauty attracts more prospects 
to the homes you open for inspection. When they are 
Thermopane*, you point out that insulation is built in 
...no storm sash are needed. Thus you give home 
buyers two things they want: “open look” and greater 
comfort and convenience. 

Thermopane is a sealed, double-glass unit... the 
easy way to insulate glass areas. It stays in all year. 
In summer, it helps heep rooms cooler. In winter, it 
cuts heat loss, reduces downdrafts, minimizes condensa- 
tion, saves fuel. Its insulating efficiency makes Thermo- 
pane a wise choice for every type of window throughout 
the house. For details. “ rite for our Thermopane book 
and list of over 70 standard sizes. 








Cutaway view of Thermopane . 3) 








FOR BETTER VISION, SPECIFY THERMOPANE 
MADE WITH POLISHED PLATE GLASS 


GO -----------2- nen nnfeee- ee MADE ONLY BY LIBBEYYOWENS-FORD GLASS COMPANY 
10109 Nicholas Building, Toledo 3, Ohio 
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A kitchen package that 
makes your homes 
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Sell Faster! 


THE GENERAL ELECTRIC COMPLETE KITCHEN PACKAGE 


To you. a General Electric equipped home means— 


Faster sales! America’s home-hunting millions are learn- 


ing that all-electric living is better living! 


To your prospect, it means 


Easier living! All thanks to wonderful G-E appliances, 
designed for truly modern living. 
General Electric's Complete Kitchen Package wraps up 


both in one easy -to-sell, easy-to-pay-for package ! 


EASIER SELLING—EASIER PAYING WITH 
‘‘PACKAGED MORTGAGE” 


Under the convenient “packaged mortgage” plan. the 
home-buyer pays only a few extra dollars a month on his 


regular home mortgage—an average of about $4.80.* 


No heavy short-term installment buying... the buyer 
pays over vears instead of months! No future installation 
problems or inconveniences! 


And the savings through ownership of General Electric 
appliances can often offset the slight extra monthly 


No Extra Costs to YOU! 


Extra Costs? No! Extra profits? Yes!—you resell and make 
a profit oa each appliance ! 

Your G-E distributor and the Home Bureau are at 
your service now—to help you sell your homes faster 
with General Electric Complete Kitchen Packages and 
selling aids. Call your G-E distributor or write to the 


Home Bureau, General Electric Company, Appliance 


payments. 


* When equipment ‘is included in a long-term mortgage. and Merchandise Dept., Bridgeport 2, Connecticut. 





GENERAL ELECTRIC HOME BUREAU SUCCESS STORY OF THE MONTH 


All 3 Say Yes! 


Builder—“A planned General Electric 
Kitchen is invaluable where quality, time- 


saving and laborsaving are factors. Its a 





wise investment for faster sales!” E. C, 


McLaughlin, Builder, Melrose, Mass. 





Real Estate Salesman—* It's the women’s 
‘ves!’ that decides a home purchase. 
And few women can resist a planned G-E 
All-Eleetrie Kitchen. Sales prove it!” 
Robert Stone, Sales Rep., Melrose, Mass. 


Homemaker—“The beauty and efficiency 
of the G-E Kitchen was very important in 
our decision to buy the house. Electrical 
living makes homemaking a real pleasure!” 


Mrs. Joseph E. Murphy, Melrose, Mass. 





You can put your confidence in— 


«GENERAL @@ ELECTRIC 
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Why its easier to sell homes equipped with the 


Frigidaire Automatic Washer 


Because of the widespread acceptance of 





With Live-Water Ac- 
tion, all washing motion 
is achieved by rolling, 
penetrating currents ot 
hot sudsy water—no 
pulling or vanking 


Touch the Select-O- 
Dial—and this washer 
launders automatically 
Any operation can be 
lengthened, shortened, 
repeated skipped 


= FRIGIDAI 





Only Suds come out 
of Frigidaire’s new type 
Underwater Suds Dis- 
tributor. Clothes never 
touch undissolved soap 
or detergent. 





All-Porcelain inside 
and out! Self-cleaning 
interior never needs at- 
tention! A whisk of a 
damp cloth keep the ex 
terior finish gleaming 


VISIT THESE FRIGIDAIRE EXHIBITS 
National Apartment Owners Association Convention, Boston, Oct. 10-12. 
National Association of Housing Officials Meeting, Boston, Nov. 13-16. 


NATIONAL REAL EsTatt 


Frigidaire products as the best in home 


appliances, the Raymond Loewy-styled 


Frigidaire Automatic Washer is definitely a 


sales-clincher. You can get the jump on com- 


petition by including a Frigidaire Automatic 


Washer—or a complete automatic laundry 


in your new homes. And when prospec- 


tive buvers find that the cost can be in- 


cluded in their long-term mortgage — you've 


added another sales feature to your appli- 


ance-equipped new home package 








SPECIFICATIONS 

Height 36°4” 

With top open 58°.” 
Width 25 
Installed depth 28! 2” 
Weight (approx 250 Ibs. net 
load 8 Ibs. clothes (dry) or less 
Current Requirements 110-120 


Volts, 60 cycle, AC 
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Facts about these 
Frigidaire Products — 
yours for the asking 


Check this list of Frigidaire prod 
ucts you want to know about — 
sign vour name and address and 
mail to Frigidaire Division of Gen 
eral Motors, Dayton (1), Ohio 
(In Canada, Leaside 12, Ontario), 
or see your Frigidaire Dealer — 
find his name in Classified Tele 


phone Directory 


Household Refrigerators 
3 types —selection 
of models from apart- 





ment size to 17 cu. ft 
Electric Ranges 
8 models from apart- co a 

ment house size to de- | 

luxe twin oven model = J 


Electric Water Heaters 
40 to 80 gals. Round 


or cabinet models with 


EJ 


Porcelain or Vitalast top 


Automatic Washer 
Live-Water action —- 
all porcelain one-piece ' 
sealed, Unimatic mech 


anism; warranted 


Electric Ironer 
Full, 30-inch, open 
end roll, Prestoe-Mati« 


foot operation 


Automatic Electric Dryer 
Dries washer-load of 


clothes in 15 to 25 min 





utes automatically 


Home Freezer 
8% cu. ft. size has 
Meter-Miser mecha 


| 
nism. Others up to 26.5 “el. 


(_] Electric Dehumidifier 

(_} Air Conditioner 

(_] Water Coolers 

(_) Commercial Refrigeration 


Vame 
Firm Name 
Street & No 


City Mate 








Kimberly-Clark announces a great new insulation! 


New Kimsul 


reflects heat... 
shuts out condensation! 


Now-—from the research laboratories of Kimberly-Clark Corpor- 


ation—comes a great new KIMSUL*. 


An insulation combining the principles of heat-reflection and 
heat-resistance—the most effective barrier to heat loss ever de- 
vised. An insulation made far easier to handle... far easier to 
install. An insulation with reflective vaporseal cover . . . meeting all 


FHA requirements. 


We sincerely believe this new KIMSUL to be the finest insula- 
tion ever made. And you'll agree... when you see the handsome 
aluminum foil cover... many-layer stitched blanket ...the tough 
reflective tacking flanges ...the smaller package and lighter 
weight... of this great new KIMSUL. For it also provides the 
same high thermal efficiency and the many original advantages 
that made KIMSUL America’s fastest-selling blanket insulation. 

Contact your dealer today for full information about the new 
Reflective KIMSUL. If he does not handle KIMSUL, write directly 
to Kimberly-Clark Corporation. 
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Look at all these features! 


Reflective aluminum vaporseal 
Tough reflective tacking flanges 
Smaller package—lighter weight 
Compressed to save 80% on handling 
Many-layer stitched design 
Fire-resistant — flexible —caulkable 
Easy to install 

High thermal resistance 

Meets FHA vaporseal requirements 
Non-irritating — non-settling 
Resistant to insects, vermin, mold 


Over-framing compressibility 


Now two types of Kimsul 





REGULAR KIMSUL REFLECTIVE KIMSUL 
(Red Package) Gray Package) 
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Wisconsin 


Send me complete information about KIMSUL Insulation with 


Reflective Vaporseal. 
KIMBERLY-CLARK CORPORATION 


Kimsul Division 


CITY, ZONE, STATE 


Neenah, 
TIRM NAME 
NAME 


ADDRESS 


WITH 
REFLECTIVE 


VAPORSEAL 


Kimberly 
Clark 
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Made entirely of wood, by the world’s 
largest producer of flush doors, this 
resin-bonded trouble-free door with the 
patented construction has been time- 
tried and time-proved by over three mil- 
lion installations in buildings of every 


type from coast to coast. 


Rezo doors are now available 


to all dealers. 























Manufactured by the) 
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NAREB Convention Plans 


Mack than 240 business sessions, numerous Cx 
hibits, and an extensive program of entertain 
ment have been arranged for the 42nd annual 
convention of the National Association of Real Estate 
Boards in Chicago, November 17 to 22. 

Convention headquarters will be in the Stevens 
Hotel, but many of the meetings will be held in the 
nearby Blackstone and Congress Hotels. Meetings of 
the various NAREB institutes and councils, including 
many open sessions, will be held during the first thre: 
days of the convention. On Monday, November 21, 
the NAREB general sessions will be held, climaxed 
by the President's reception and ball that evening. 
Ihe business session and election of officers will close 
the convention on Tuesday, November 22. 

Reduction of the new housing costs and city plan 
ning will receive primary attention at the sessions. 

Many meetings will also be devoted to the practical 
problems of realtors. The first open session of the 
brokers’ group, in which there is broad interest among 
the NAREB membership, will be held Sunday aftei 
noon, November 20. It will be a panel discussion of 
“Trends in Commercial Investment Property,” with 
Edward A. Sandler, Kansas City, as moderator. The 
panel will cover such topics as length of leases, rental 
rates, the rate of return expected by investors, park 
ing arrangements, and new construction for tenants. 
The brokers will present another panel discussion at 
the NAREB general session on Monday, with Preston 
Cooke, Columbus, Ohio, as moderator. Among the 
topics to be covered will be advertising, financing, 
public relations, and successful sales ideas. 

The Institute of Real Estate Management will 
present talks on maintenance problems, rent control, 
and the management of co-ops, while the Institute of 
Farm Brokers will hear talks on farm mortgages and 
multiple listing of farm property. Talks scheduled 
for sessions of the American Institute of Real Estate 
Appraisers will include “Trends in the Residential 
Market,” “Commercial Sub - Cente1 Development,” 
“Some Problems in Condemnation Appraising,” and 
“Excess Rentals and Their Treatment in Appraising.” 
A panel discussion on zoning will be one of the major 
features of the meetings held by the Society of In 
dustrial Realtors. 

The Education Committee will present discussions 
on outstanding real estate courses given by a large 
real estate board, by a small board, and by an indi 
vidual real estate firm. A new film strip on real estate 
signs will be shown for the first time. Real estate ed 
ucation at the university level, especially the presenta 
tion of a four-year course leading to a degree with a 
major in real estate, will be given considerable atten 
tion. 

Nationally known speakers outside the field of real 
estate will be heard at luncheon and dinner meetings 
during the convention. Economist, Harold G. Moul 
ton, President of the Brookings Institute, will address 
one of the dinner meetings. 

Displays will include a library exhibit, prize-win 
ning home and room designs in the recent contest 
sponsored by the Chicago Tribune, and exhibit of 
the American Federation of Labor's apprentice train 
ing program, and “Industry and Labor” display by 
the A. F. of L. and the Chicago Tribune. 

Plans for entertainment of delegates and their 


Please turn to page 18 
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the BIG NEWS in Home Building! 








Here's the proved answer to low-cost housing — 

P&H Economy Homes — well-constructed, complete — 

to sell for less than $7,000. With P&H Homes you can 
really do business with the big mass market. 

Like many other successful builders you'll learn 


you can make more money in less time. 





Model PH-4 — one of 6 attractive models. 


**... deliveries are coming along on sched- 
ule, and | find that my erection and sub- 
contracting crews are gaining efficiency all 
the time . . . | am far ahead of my original 
estimate on sales and, at this point, have 
only three more homes to sell before the 
present development is complete. | have 
certainly proved to myself that the real es- 
tate market for homes lies in the low cost 
field. And | intend to keep right on build- 
ing low cost homes for some years to 
come." Ayre Builders, Inc., Albany, N. Y. 


. a swell house both from the struc- 
tural standpoint and looks .. . they sell fast 
and we have orders to build many more." 
Stastny & Rowe, Bellview, Nebr. 


. . Our customers tell us of their happi- 
ness with their new P&H Homes. Friends 
who visit them are amazed at the values 
and desirable features. Lanonart Construc- 
tion Co., Inc., Milwaukee, Wis. 
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Here’s what dealers say... 


**. . . the public reaction to the house has 
been very favorable. . . . Several large 
manufacturing concerns have contacted us 
and your P&H representative is assisting us 
in preparing bids."' Pfeiffer Realty & Build- 
ers, Evanston, Illinois. 


“*. . . | will erect many P&H Houses in the 
6 different exterior styles and the houses 
will be finished in either siding or shingles, 
as the future owner desires. This project 
came about as a result of the great need 
for housing in the low-cost price range. | 
am pleased with my decision to build P&H 
Homes. L. W. Vandenberg, Kalamazoo, 
Mich. 


BUILDERS! DEVELOPERS! Get in step! 
Make the most of your opportunity with the 
P&H Economy Homes. Write, wire or phone 
us for full details about a P&H dealership 
in your territory. 


a better home for the money 
THE PaH ECONOMY HOME... 
Shipped 83% complete from the factory 


Full size—24 ft. wide x 32 ft. long. Large living room— 
11° 7” x 17° 4”. Joint-free, crack-proof interior walls. Choice of 
2 or 3 bedrooms. Flush doors throughout. Built with or with- 
out basement. 


Highly rated for FHA and VA financing. 


HOMES 


303 Spring Street 
Port Washington, Wis. 
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o A TIGHT PERMANENT SEAL 
BETWEEN SINK AND COUNTER TOP 


with... BRIGGS 


PERM 4) SEAL 


ESS STEEL PREFORMED MOULDINGS 













There's a 
Briggs Beautyware 
flat rim sink to fit every 


kitchen requirement 





BOSTON — 32” x 21” Double Compartment Sink with 
Integral Ledge. 

Model B-5304 SR Faucet (as illustrated), or 

Model B-5303 SR Faucet less Spray 

Perm-O-Seal Moulding—Model B-6060 





DENVER — Single Compartment Sink with Integral Ledge. 
Size Faucet with Spray Less Spray Perm-O-Seal 
30x21 Model B-5464 SR Model B-5463 SR Model B-6090 
24x21 Model B-5434 SR Model B-5433 SR Model B-6085 





YORKER — 42” x 20%” Sink and Tray. Can be installed 
with sink at left or right. Model B-5200 S$ 

Model B-6200 Sliding Drainboard (Optional) 

Model T-9201 Polished Chromium Plated Ledge Faucet (as 
illustrated) or Model T-9206, less Spray 


Perm-O-Seal Moulding—Model B-6050 R R : 5 G g 
Copyright 1949, Briggs Manufacturing C 
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MAZING PERM-O-SEAL permanently elim- 
A inates loosening and popping up of 
counter-top material due to water soak- 
ing at sink edge. It’s the newest and most 
foolproof sink moulding ... and it fits 
exactly on the first try! Never requires 
complicated adjustments or costly shop 
work .. . yet makes the entire sink 
installation look smarter, more stream- 
lined! Per:ni-O-Seal Moulding is solid 
stainless steel and is designed only for 
use with Briggs Beautyware flat rim sinks 


and built-in lavatories. 


Oeadijware 









Interlocking frame and fasiening clamp 
used with Perm-O-Seal — assures 
the fastest, finest installations. 


OAKLAND — Double Compartment Flat Rim Sink. 


Size Model Perm-O-Seal 
32x18 B-5250 $ B-6055 
42x203 B-5255 $ B-6050 


Model B-6200 Sliding Drainboard (for Model B-5255 only) 
Model 1T-9220 Polished Chromium Plated Wall Faucet (as 
illustrated) 





MIAMI —Single Compartment Flat Rim Sink. 


Size Model Perm-O-Seal 
20x16 B-5400 $ B-6065 
30x18 B-5410 $ B-6075 


Mode! T-9201 Polished Chromium Plated Ledge Faucet (as 
illustrated) 


See your Briggs Beautyware distributor 
or write for complete details to 
BRIGGS MANUFACTURING CO. 
3033-j Miller Avenue, Detroit, Mich. 
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THOROSEALING YOUR MASONRY | 
TO KEEP WATER OUT 
OF THE WALL- 


wi A 








MAKES NEW FRIENDS 
AND CUSTOMERS 


ALWAYS RECOMMEND 


THE THORO SYSTEM 


WATERPLUG 





to stop the leaks 












THOROSEAL. to fill & seal the surface 


QUICKSEAL . for a beautiful finish 


You'll make a true friend of your customer if you spe- 
cify The THORO System on his masonry throughout. 
The THORO System has been gaining friends and 
more friends, for over 35 years until today it is known 
as the only real way of protection against rain and 
dampness that cause interior plaster problems and 
costly expense to the owner. The long-time users of 
THORO System products will advise there is only one 
protective solution to a water problem THE 
THORO SYSTEM. Order through your Lumber and 
Builders’ Supply Dealers. 


Get our 20-page brochure, pic- 
torially describing, in detail, 
“How To Do It.” It’s yours for 
the asking. — No. 140. 





Standard Dry Wall Products 


BOX X, NEW EAGLE, PENNSYLVANIA 





Convention — (Continued from page 14) 

wives include tours to outstanding points ol interest 
in Chicago and the inspection of private housing 
developments. Arrangements have been made to have 
theater tickets available for current stage hits playing 
in Chicago, and a block of seats has been reserved for 
the Chicago Cardinals-Los Angeles Rams professional 
football game. 

Special entertainment for realtors’ wives will in 
clude a tea in the “Hospitality Suite” to be set up in 
the Stevens Hotel, a “Celebrity” luncheon in the Drake 
Hotel, a style show and tea at Marshall Field & Com 
pany’s department store, and visits to network radio 
and television broadcasts. 

Ronald J. Chinnock, Chicago, is chairman of the 
convention committee, and Hugh C. Michels, Chicago, 
is vice-chairman. Other members are: Joseph B. Ford, 
Chicago; Loren Whitehead, Rockford, Ilinois; Gra 
ham Aldis, Chicago; Jules Fisher, Evanston; Leon 
Todd, Camden, New Jersey; James Finnegan, Peoria, 
Illinois; Helen Nixon, Evanston: H. Walter Graves, 
Philadelphia; Herbert U. Nelson; and Lowell Baker, 
Chicago. 

Chairman of local committees appointed by Mi 
Chinnock are: Open House Committee, Stewart 
Matthews; Host Committee, Hugo Mortenson; Hos 
pitality Committee, Joseph B. Ford and Newton C. 
Farr; Speakers Committee, Michael Long, Souveni 
Committee, Robert Eddins; Publicity Committee, 
Frank C. Wells; President’s Ball Committee, Leroy 
J. Kenevel; Sports and Pastimes Committee, Max 
Woolpy; Cyrus Crane Willmore Memorial Service, 
Morgan L. Fitch; Transportation Committee, Albert 
Svoboda. 

The Chicago Real Estate Board and the Illinois 
Association of Real Estate Boards will be official hosts 





STATEMENT OF THE OWNERSHIP, MANAGEMENT. CIRCULATION, 
ETC., REQUIRED BY THE ACTS OF CONGRESS OF 
AUGUST 24, 1912, AND MARCH 3, 1933 


Of the Nationa Rear Estate anv Buripinc Journat, published monthly 
at Cedar Rapids, Iowa, for October 1, 1949 


State of Iowa, County of Linn, ss. Before me, a notary public in and for 
the State and county aforesaid, personally appeared Herbert S. Stamats 
who, having been duly sworn according to law, deposes and says that he is 
preside nt of the owner of the Nationa Reat Estate Aanp BurLpin« 
louRNAL, and that the following is, to the best of his knowledge and 
belief, a true statement of the ownership, management, etc., of the afore 
said publication for the date shown in the above caption, required by the 
Act of August 24, 1912, as amended by the Act of March 3, 1933, em 
bodied in section 537, Postal Laws and Regulations, printed on the reverse 
of this form, to wit 


1. That the names and addresses of the publisher. editor, managing 
editor, and business manager are: Publisher, Stamats Publishing Co., Cedar 
Rapids, Iowa; Editor, Ralph H. Clements, Cedar Rapids, Iowa; Managing 
Editor, Harry B. Fawcett, Cedar Rapids, lowa; Business Manager, Herbert 
S. Stamats, Cedar Rapids, Iowa. 2. That the owner is: (If owned by a 
corporation, its name and address must be stated and also immediately 
thereunder the names and addresses of stockholders owning or holding 
one per cent or, more of total amount of stock. If not owned by 
a corporation, the names and addresses of the individual owners mus 
be given. If owned by a firm, company, or other unincorporated concern 
its name and address, as well as those of each individual member, must 
be given.) Stamats Publishing Co., Cedar Rapids, Iowa, a_ corporation 
of which the stockholders are Herbert S. Stamats, Isabel R. Stamat 
Delbert R. Ashby and Guaranty Bank & Trust Cx Trustee for Saral 
lane Hedges and for Peter O. Stamats, all of Cedar Rapids, Towa, and 
T. Jay Krebs of Columbus, Ohio. 3. That the known bondholders, mort 
gagees, and other security holders owning or holding 1 per cent or more 


total amount of bonds, mortgages, or other securities are ” 
4. That the two paragraphs next above, giving the names of the owner 
stockholders, and security holders, if any, contain not only the list of stock 
holders and security holders as they appear upon the books of the con 


pany, but also in cases where the stockholder or security holder appea 
upon the books of the company as trustee or in any other fiduciary relation 
the names of the person or corporation for whom such trustee is acting, is 
given; also that the said two paragraphs contain statements embracing 
affiant’s full knowledge and belief as to the circumstances and conditions 
under which stockholders and security holders who do not appear upor 
the books of the company as trustees, hold stock and securities in a capa 

y other than that of a bona fide owner; and this affiant has no reason t 
wheve that any other person, association, or corporation has any interest 
direct or indirect in the said stock, bonds, or other securities than a 
stated by him 





(Signed) Herbert S. Stamats, President. Sworn ¢ ind subscribed 
before me this Ist day of October, 1949 Seal) D. S. Luptor M 
commission expires July 4, 1951 
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Realtor C. R. Purcell has made 
an outstanding record of com 
munity service in Toronto. In 
addition to being president of 
the Farm Brokers Division of 
the Ontario Association of Real 
Estate Boards, he is director of 
the Urban School Trustees for 
the Province of Ontario, and 
has served as chairman of the 
Board of Education, director of 
the Toronto Real Estate Board, 
president of the Business Men's 
\ssociation, secretary of East 
York Educational Fellowship 
and the Property Owners’ Asso 
ciation 











‘There appears to be a living, pulsating vitality 


bursting from among the pages 


of the Perfect Home Magazine” 


writes C. R. Purcell 


¢€¢ J LOOK FORWARD to the monthly arrival of Perrect Home MaGaziNeE to note and admire the 
progress you are continually making,” writes C. R. Purcell, realtor of Toronto, Canada. 


“There somehow appears to be a living, pulsating vitality bursting from among the pages of this grand 
littie magazine and one seems to sense that some pleasing personality with a worthy motive must be direct- 
ing and guiding this welcome monthly messenger. 


“Congratulations on the progress you have made and also on the excellent selection of articles and 
appealing manner in which they are written.” 


PerFECT HOME MAGAZINE is a community force — messenger of good will — that is working each 
month for leading real estate, home building, home financing organizations. These 
blue-ribbon sponsors, like Mr. Purcell, tell us that they cannot place enough value 
on this business-building magazine. 


Enthusiasm such as this is a logical result — we believe — of preparing a 
publication which carries the best examples of what is new and good in home 
design, equipment, and decoration. Dramatically written, sparklingly illustrated, 
this material is edited to help its sponsors sell the “home idea” and to reflect 
quality and prestige. 


Sponsorship of Perrecr HOME MAGAZINE is not costly. Editorial, art, and 
other preparation costs are spread among its users throughout the nation. Local 
reproduction and advertising costs are in turn shared by the selected reliable local 
building factors who share in its results. This individual participation is nominal. 








A limited number of exclusive, annual, renewable franchises for PerrFect HOME MAGAZINE are 
available to organizations with high qualifications. If you are interested, address your inquiry to: 


STAMATS PUBLISHING COMPANY CEDAR RAPIDS, IOWA 


NATIONAL REAL Estate AND BUILDING JouRNAL — October, 1949 19 











‘‘In 12 years 


arvels have COST US 


(only replacement: “3 door gaskets’’) 


ow? 
our Servels been high oF 1 
you 


as the operating cost of 


you 
if anything: nave yo 


How much 
ators? a 
| r tenants like Gas Refrigert i satisfactory? ey 
Do you tire Z s 
\ een en 


rvel > . 
erience with Se nt building, 


: 
x paia for repayrs 
- & 











another apartme 


Has your exP ommend it 
rsf a you rec 
\ If you had to buy refrigerator’ "Vege = 
you h Serve é 
701 hoose 
would you Cf 
to others p { 

















Westwood Ambassador is another good example of how owners 
and builders everywhere praise Servel for its unusual silence 
and dependability. Servel’s advantages are tnique because its 
operation is unique. Unlike all other refrigerators, Servel’s 


STAYS SILENT... LASTS LONGER freezing system has no motor. . . no moving parts. A tiny gas 
flame does all the work. This means no machinery to grow 
noisy .. . to wear and need repairs. And this basic difference 
explains why only Servel stays silent . . . lasts longer. So for 

1A : worry-free service year in, year out, choose Servel. Consult 
é GAS RKetrigerator your Sweet’s catalogue for details, or write to Servel, Inc., 


Evansville 20, Indiana. 
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REAL ESTATE Get the Local Facts 
and BUILDING [i te eenane anne 


4 of national trends, cycles and activities in the industry. In mak 
ing your plans, you should learn about the national mortgage man 


ket, the labor market and the materials market. You should know 








Established in 1910 the effect of national legislation pending or passed 
VOLUME 50 NUMBER 10 But remember that the construction, sale and re-sale of houses is 
i 
CONTENTS predominantly a local business concerned chiefly with the local de 
| mand and the local supply. You can’t accurately chart your cours« 
OCTOBER 1949 until you dig into conditions in your own home town. 
| What is the occupancy percentage in your town? Is it going up 
Journal Readers Plan Big Modernization ‘ - ? ‘ . 
Programs — By Bob Fawcett 99 or down? In which direction is expansion taking place? What is 
Economy Heating for Economy Houses the outlook for employment and in what wage levels? Just where 
By Robert W. Roose 24 : 


: w fi ate? S i ‘stead exe ( F vo 
Portfolio Helps Get Property Management will new factories locate? Does a homestead exemption law in your 


Business 26 state affect the desirability of building either houses for sale, o1 
Wall Finishes Add Salability, Survey Shows 28 


‘ aia ‘ : houses for rent? What is the status of the local materials, labor and 
How to Get Listings at the Right Price 








By Robert Gessell 30 mortgage market? In which price brackets is demand for housing 
Are You Ready to Make the Sale? greatest, and what can be done, or is being done, to get a greatet 
By F. Orin Woodbury $2 . ‘ 
Profit-Sharing Plans Thet Work 33 supply? 
Investments in Real Property Save Tax Houses and lots are immovable objects. You can’t transport an 
Money By Charles Morehez : : 
arles Morehead 34 oversupply in one town to replenish an under-supply in another. 
Let's Shift Into Selling Gear 
be ak S Seckeuens 36 So national market data is at best only a weathervane. It points the 
Do You Want Publicity? 37 direction of prevailing winds, but the storms or the sunny weather 
Homes Our Readers Are Building 38 that accompany them may never reach your front yard. 
How Is Your Advertising Reputation? 
ad > ° a ¢ - > 
hy Tienes Gindece 40 Possibly it is because many are afraid of storms, that they take 
Does Your Office Speak Well for You? ‘1 to heart too deeply the occasional forecasts we hear about hurri 
Action Getters for Property Managers canes off shore. Usually the speaker who talks gloom gets a better 
by AL TL. Beckwith 42 , , 
; hearing than the speaker before him who prophecied sunny skies. 
| To the Editor 44 : 

Faun thie Peleg “ You can feel the grimness in the cloak rooms after one of these de 
Storage Space Ideas 15 flating speeches. A sense of despair descends on the depatting guests 
The Law Says like a sinister cloud. You can almost see some of these men back at 

By George FF. Anderson 16 : 
their offices, putting into effect some of the baleful stuff they have 
Tax Facts 
By Bert V. Lornborgh 47 heard. They pare down sales and advertising budgets; they abandon 
Product Progress 48 


plans for sales offensive or a new subdivision; they talk recession to 
Among Ourselves ee) 


the very prospects they are supposedly expecting to sell. 


Get your perspective clear! There is nothing on the national 


Published monthly for real estate builders, property 


managers, and brokers, by Stamats Publishing Com- scene to cause such alarm. Far from it! Population is increasing 
pany. Publication Office and Headquarters, 427 P . . . 
Sixth Ave., S.E., Cedar Rapids, lowa. Herbert S$ and so are bank accounts. What is the local story? Unless a local 


Stamats, president; Ralph H. Clements, Charles A 


McCaleb, vice-presidents cyclone is on the horizon over your town, there is no need to close 


EDITOR AND BUSINESS MANAGER the shutters and run for the storm cellar. Most barometers show 
Raven H, CLEMENTS 


good fighting weather ahead. 
MANAGING EDITOR “i - ™ 


Bos Fawcett So long as people live in houses, there is a job for you to do. 
ASSOCIATE EDITOR How much you do depends on how intelligently you evaluat 
} Cart. Ewert ; 
} both the local and national climate. The rest as it has always 
Assistant Editor: E. L. Montgomery : 
: been true in this land of opportunity is up to you. 
} Editorial Assistant: Dorothy Quinn 


Art and Layout: Donna Nicholas, director; 
Betty Webster Cassling, Vivian Ives, assistants 


: e 
Circulation Manager: Jean Corlis te 2tlitor 
Production: George E. Hogan, director; 


toger C. Hawley, assistant 
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How Property Managers Will Spend 
Their Modernization Dollar 
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Journal Readers Plan Big 
Modernization Programs 


By BOB FAWCETT 
Managing Editor 


Lifting of rent controls and the eminence of decontrol are 
unleashing the greatest modernization programs since be- 
fore the war. Seeking to determine the nature of this mod- 
ernization movement, the Journal asked its readers to esti- 
mate the amounts they will spend on the properties they 
manage, what types of properties will receive the most ex- 
tensive modernization, and what types of improvements 
they plan. Here are the results . . . plans for next year 































TPYHE BIGGEST modernization 

movement on incoming-produc 
ing properties since before the wai 
is underway. 

In both rent controlled and de 
controlled cities across the nation, 
Journal readers report that “now 
is the time” to recondition prope 
tics for improvement of rentability 
and, in turn, investment. Rent de 
control in some areas and the emi 
nence of complete decontrol are 
stimulating this modernization 
movement. 

Owners are finding more than 
ever before that, with increasing 
competition and selectivity among 
tenants, properties should be under 
the supervision of professional 
management to obtain the greatest 
return on their investments. And 
management is advising moderniza 
tion to guarantee that return. 

Of major importance in the mod 
ernization picture, according to a 
survey completed last week among 
Journal readers, are residential 
properties. Approximately 47°% of 
the total number of dollars spent 
on modernization by readers will 
go toward apartments, from the 
walk-up type to skyscrapers, and 
homes. (See chart.) 

Amount of money to be spent on 
modernization during the next 12 
months varies considerably. Some 
readers estimate expenditures of as 
much as $200,000, others decline to 
estimate because of fluctuating ma 
terial and labor costs. 

One thing is sure. A majority of 
property managers are making se 
lections of material and equipment 
themselves to cut down on replace 
ment costs. Ranges and refrigerat 
ors, bathroom fixtures, wallpaper, 
paint, elevators, roofing, electrical 
equipment, insulation, heating sys 
tems, are being selected on the basis 
of durability. 

\s one Minneapolis reader put 
it, “A little extra cost now may save 
my client a much greater expense 
in the future.” 

To emphasize this selectivity, on 
salesman representing a manutac 
turer of quality refrigerators was 
disheartened that his bid 
among the highest. But he got the 
order when he showed the manage1 
of the apartment property why his 
equipment would last longer, sav 
in the long run 

Management, as the survey indi 
cates, is making careful studies of 
material and equipment to provid 
wise selection for their 
this basis. 

Several trends are indicated by 
the survey. Many properties will be 


Was 


clients on 
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given a face-lifting, not only with 
interior decoration, but also with 
the aid of new store fronts, freshly 
painted exteriors. In addition to 
the replacement and new installa 
tions of refrigerators and ranges, 
which was checked in some 
under electrical equipment, roofing 
will get more attention than antici 
pated. More efficient and modern 
heating and air conditioning sys 
tems will be installed to add to ten 
ants’ comfort. And much of the 
modernization money will go to 
ward new elevators, bathroom fix 
tures, tile and linoleum, lighting. 
Another conclusion which can be 
drawn from the survey is that more 
modernization money will be spent 
in the East, South, and Middle 
West than in the West, probably 
because of the existence of newer 
buildings in the West Coast region, 
the influx in population there. 
Here are typical comments from 
readers in various sections of the 
country, the amount of money they 
will spend in the next 12 months, 
the wavs they will modernize 
St. Louis: $50,000 for ranges, re 
frigerators, store fronts, roofs, and 
paint. 
~ Dallas: $50,000 for new elevators 
Cleveland: $175,000) for 
refrigerators, fronts, 


cases 


ranges, 
store paint, 
rools. 

Los Angeles: $75,000 for new ele 
Vators, store fronts, electrical equip 
ment. 





Readers of 
NATIONAL REAL ESTATE 
AND BUILDING JOURNAL 

manage, modernize, and maintain: 
442,010 apartments 
297,970 homes 
139,555 stores 
5,395 office buildings 
2,080 hotels 
10,335 loft and industrial 


897,345 
Journal readers maintain 
15,388 buildings with elevators 











new heating and air conditioning 


system. 


Louisville: $60,000) for insula 
tion, refrigerators, roots, paint, 
bathroom fixtures. 

Seattle: $100,000 for new elevat 


ors, electrical equipment. 

Phoenix: $75,000 for ranges, r¢ 
frigerators, store fronts, air condi 
tioning. 

Boston: $50,000) for 
paint, roofs, insulation, floors and 
walls, electrical equipment. 

Richmond: $2,000 per property 
for ranges, refrigerators, heating 
systems, insulation. 

New Orleans: $150,000 for 
es, refrigerators, bathroom fixtures, 


wallpaper, 


rang 


heating systems, paint, wallpaper 
Chicago: $200,000 for ai 

tioning, ranges, refrigerators, new 

store fronts, paint, roots 
Hagegerstown, Marvland: $10,000 


condi 






































Tulsa: $90,000 for elevators, store for bathroom fixtures, store tronts 
fronts. Lincoln, Nebraska: $100,000 for 
Cincinnati: $100,000 for ranges, new clevators, store fronts, air con 
refrigerators, bathroom fixtures,  ditioning, insulation, paint. 
Ways Property Managers Will Modernize 
Paint .. . 80% 
Roofs . . . 61.5% 
Wallpaper .. . 46.5% 
Ranges and Refrigerators . . . 43.5% 
Electrical equipment . .,. 42.5% 
New store fronts . . . 36% 
New heating systems . . . 31.6% 
New bathroom fixtures . . . 30.5% 
Floors and walls . . . 28% 
New elevators . . . 26% 
Air conditioning . . . 25.5% 
Insulation . . . 21.5% 
(In order of frequency of mention in survey) 
; JournaL — October, 1949 2 
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In one successful panel heated floor, the warm air ducts are imbedded in the 
perimeter of the floor slab. Warm air in the ducts eliminates cold air at the walls 


Economy Heating for Economy Houses 


By ROBERT W. ROOSE 


Special Research Associate 
in Mechanical Engineering 
University of Illinois 


ASSUMING that a home is as well 
AY insulated as it can be in its 
price range, the question to ask is, 
“What are the most economical 
methods to use in heating the base 
mentless home and the home with 
a basement?” 

Several possibilities present them 
selves for heating a home with a 
basement. Not as many ready alter 
natives “turn up” as ways to heat 
the basementless home. 

The most economical method of 
heating the home with the base 
ment is by use of a gravity warm 


24 


Gravity warm air heating and forced warm air heating systems are 


economical in the basement-type home and in the basementless 


home. But space-saving installations are difficult to develop. Cen- 


trally-located furnaces enable the builder to minimize the overall 


size of the horizontal duct. Forced air systems are more compact, 


but they require more maintenance. When either system is used 


in the basementless home, here are several precautions to take 


air heating system because it has 
no moving parts. It is best adapted 
to a house with a compact plan b¢ 
cause the leader pipes extending 
from the furnace to the registers as 
well as the return air ducts should 
be as short as possible. The furnac« 
must be centrally located. 
Research conducted during the 
last heating season at the Unive 
sity of Illinois with gravity warm 
ur heating has concluded that a 
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new trend in duct design is satis 
factory. The system tested had a 
horizontal duct extending from the 
furnace to junction points with the 
ducts that led to the registers. “Vhe 
svstem was tested in an effort to 
climinate'lack of head room in the 
basement of a home with a typical 
eravity warm air heating system 
Because the furnace was centrally 
located, the size of the horizontal 
duct was limited assuring the most 
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possible head room over the us 
able basement floor area. 

A forced warm air heating system 
may also be used in the basement 
type home, but it costs more to in 
stall. The furnace and ducts occupy 
less space than those in the gravity 
system, and the furnace need not 
be centrally located because circu- 
lation is maintained by a blower. 
Filters are used in the forced air 
system, sO maintenance necessitates 
cleaning or replacing the filters 
periodically as well as oiling the 
motor and the blower. High side 
wall registers, registers located in 
the baseboard, registers located low 
in the sidewall, ceiling registers, 


and registers located in the floor 
mav be used with a forced air sys 
tem. 


The forced warm air system can 
used in the basementless 
home. The “Hi-Boy” type of fur 
nace-blower unit is generally used. 
It is particularly adaptable to util 
itv room installation because the 
blower and air filters are located 
below the furnace heat exchanger 
and the entire unit occupies a small 
floor space. 

Many commercial models are 
available which are completely as 
sembled at the factory. Connecting 
the duct distribution system, the 
small copper tubing for the humi 
difier water supply, the electrical 
wires to the wiring box, and the 
flue pipe, are the only on-site in 
stallations required. The unit can 
be moved through a_ standard 
width door frame. 

In a basementless home, a warm 
air heating system can be installed 
in a furred-down space below the 
normal ceiling. The warm = air 
leaves the furnace, enters the bon 
net, and then spreads out in the 
extended flat duct concealed in the 
furred-down space. The warm ait 
registers are usually located seven 
feet above the floor in the sidewall 
or in the ceiling. 

A second system uses the same 
duct arrangement except that the 
bonnet extends through the ceiling 
into the attic space. This arrange 
ment is probably less expensive 
than the first svstem described bx 
cause a furred-down cciling is not 
necessary. Since the duct work in 
the attic mav be exposed to cold 
temperatures, it should be well in 
sulated with two inches of batt-tvpc 
or blanket-type insulation wrapped 
around the duct. 

In a third system, a furnace, prac 
tically limited to gas-fired equip 
ment, is installed in the attic. Its 
advantages are installation 
costs, Short vent flues from the fur 


also. be 


low 
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nace to the roof, and least use of 
floor space in the occupied portion 
of the house. The system can be 
modified by hanging the furnace 
below the ceiling and using duct 
arrangements described for the ceil- 
ing installation. 

Other modifications of these 
types are used in present day hous 
ing. One of the most common in 
stallations using forced warm ait 
heating, according to a_ recently 
conducted survey of heating systems 
in low cost housing, was a forced 
warm air furnace in a centrally 
located utility room with the warm 
air ducts extending from the fur 
nace bonnet in a furred-down space 
in the hall connecting the bed 
rooms and the bathroom. 

\s long as the blower is kept 
continuously operating, the warm 
air supply can be delivered to the 
various rooms without difficulty. 
Warm air can be delivered down 
ward just as easily as upward if a 
positive pressure blower is used. 
The importance of having contin 
uous air circulation cannot be over 
emphasized. If the blower is con 
tinuously operated a small but 
constant flow of warm air is exper 
ienced, and all the cool air on the 
floor is sucked off. 

The theory of continuous air 
circulation is relatively new. It 
wasn't until recently that tests con 
ducted in the Warm Air Heating 
Research Residence located at the 
University of Illinois proved that 
the condition known as “cold 70°” 
could be eliminated by operating 
the blower at low speeds in weather 
colder than 40°. (“Cold 70°” is the 
condition fostered by poor circula 
tion. The cooler air stagnates neat 
the floor and at shoulder level, and 
the warm air remains at the uppe1 
levels.) 

One-floor, basementless homes in 
variably make use of concrete floor 
slabs. Floor slabs have been built 
without adequate test data or estab 
lished construction. standards for 
comfort and longevity of materials 
Many floors have proved to be cold, 
and others have been found to be 
damp ... damp enough to damage 
floor coverings and wall construc 
11on. 

To determine the most comfort 
able floor, the University of Illinois 
studied the construction of con 
crete floor slabs laid on the ground 
and designed for use in climates 
where central heating is desirabl 
The slabs tested were for homes 
having a conventional type heating 
system without heating pipes or 
ducts in the slab or under it. 

These tests indicated that mois 
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Cross section showing edge insulation, va- 
por barrier of gravel fill and asphalt paper 
board seal, and duct in the floor slab 


ture-resistant insudation two inches 
thick applied at the edge of the 
slab extending down six inches and 
under the slab two feet eliminated 
he cold area at the edge of the 
slab. 

The floor slab must also have a 
vapor barrier. In the first place, the 
slab must be laid on well-drained 
land over a fill of gravel or crushed 
ock. The vapor barrier should be 
placed over the fill and extended 
to the outside edge of the floor area. 
It must be strong enough to resist 
puncture during the pouring of the 
concrete. Rigid asphalt board or re 
inforced asphalt building paper 
may be used. They must over-lap 
four inches, and they must be seal 
ed with asphalt cement. Ordinary 
roofing paper is not an effective 
vapor barrier. 

Edge and border insulation is 
most important when the heating 
system utilizes return air ducts lo 
cated in the center of the house 
to the furnace, and because 
it is the most economical installa 
tion since the return ducts are re 
duced to a minimum, it is 
used 

\ panel-heated floor will solve 
the cold floor problem. In one suc 
cessful arangement, the ducts are 
imbedded in the perimeter of the 
floor Warm air in the round 
ducts at the edge of the slab elim 
inates the cold floor and also pet 
mits the 
at the 


close 


most 


slab 


introduction ol warm an 
outside walls. 
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Van Schaack & Company manages apartments, residences, stores, filling stations, and office space totaling 350 individual units 
and 16 office buildings, serving 2,000 residential tenants and 1,500 commercial tenants. Above are typical Van Schaack properties 


Portfolio Helps Get Property | 
Management Business 


How can you make prospective clients fully realize your good reputation and your type of service? 
Van Schaack & Company, of Denver, is finding the answer by designing one large, leather-covered 
portfolio that one of their associates presents to a prospect by appointment. This portfolio is largely 
pictorial, to give something for the company representative to “‘talk from.” It sets forth some inter- 


esting facts, including a ‘24-hour availability service,’’ surveys of market conditions, rental values 


26 October, 1949 NATIONAL REAL Estate anb BurLDING JouRNAI 

















= "Fron ae 


erecuries 
Comrmo. 


oa we = 


al Vs 
Jo 


paren. he: ay ! ! | y VAN SCHAACK & COMPANY ’ y | y 
ous 


OPERAT 0 asereTANS. 


wy 


ny OUR OFFICE ROOM LAYOUT 
be o wou 


NEW BUILDING IN 1949 


0 AY8 Stans 


wy 


MANAGE PROPERTIES FOR 
CLIENTS AND PERFORM MANAGE- 
MENT SERVICE INCLUDING THE 
HANDLING OF © 2) TENANTS. 


Central purchasing supervisor 
@ Management statistical division 
© Controtier in charge ofecco.nting division 
Public relations advertising and publicity devi sior 
© Legal professional euditing end counseling advisors 


. 
Asa Jenvery (9 94 


YROPERTY managers get new business through two main channels - 
a well-earned reputation, and personal contacts. 

Realizing this, Van Schaack & Company of Denver, has prepared a large, 
leather-covered portfolio which helps make best use of both channels. It 
tells in a dignified manner the reputation of the company, and presents 
visually the company’s services to help the company representative in his 
personal contacts. Only the high spots of the story are shown in the port 
folio so that a Van Schaack associate can expand on it in an interview. 

“From our office room layout in 1911,” an opening page of the brochure 
sets forth, “to our sole occupancy new building in 1949 (our growth) sup 
ports the statement, ‘Property owners have found that we provide the best 
management obtainable’ “ 

“Van Schaack & Company manages properties for 165 clients and performs 
management service, including the handling of 3,294 tenants,” another 
page explains. A chart outlines the five-point control: 1) Central purchasing 
supervisor, 2) Management statistical division, 3) Controller in charge of 
accounting division, 4) Public relations advertising and publicity division, 
and 5) Legal professional auditing and counseling advisors.” 

“Constant Vigilance as to Market Conditions” is another headline, with 











the sub-head, “We make periodic surveys of ends and speak with authority 
on rental values.” 

Outstanding services of the company are spotlighted. For example, one 
page is headed, “24-hour a day availability.” “We are never out of reach,’ 
the copy explains. “An unusual automatic telephone switchboard system is 
in operation 24 hours every working day, Sundays and holidays. When our 
office is closed telephone calls automatically transfer to ‘telephone sect 
taries’ who can contact departmental personnel of responsibility anytime, 
day or night, if occasion justifies.” 

\n interesting page of charts proves that “more of the rental dollar 1 
mains for our client’s use.” In 1942 47°, of the rental dollar remained for 
operating profit before interest and depreciation; last year 51% remained. 

The portfolio is 12 x 15 inches in size, and each page is enveloped in a 
plastic cover and ring bound into the book. 
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Living room of this demonstration house has pastel-colored ceiling and two pastel walls; 
third wall shows use of plywood panels; the fourth wall is finished in contrasting color 





Wall Finishes Add Salability, 


Survey Shows 


@ Increased salability overwhelmingly deter- 
mines selection of wall finishes 


@ Painted plaster preferred by more than half of 
builders 


@ Majority select color schemes, wallpaper de- 
signs for new houses 


e If home-buyer selects, 80% of builders desig- 
nate store and maximum cost 


@ Paste! paint colors most popular 


e Builders predict more highly colored, figured 
walipaper design 


@ Plywood, wood paneling frequently used by 
82% of builders 
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{ O OPERATIVE builders choose wall finishes on 

the basis of their on their contribution 
to the salability of the house? Journal readers reply 
to a survey that their selection of wall finishes is based 
100°. on increased salability. 

How does the average builder finish his new houses? 
He uses painted plaster for kitchens, bathrooms, and 
hallways. He papers bedrooms and uses either finish 
for living and dining rooms. Walls are painted in 
pastels: living rooms in pale green, bedrooms in light 
blue, bathrooms in white. Wallpaper is being used in 
creasingly, frequently to finish only one wall of a 
room. Wood paneling and plywood is used most often 
as part of a wall covering — wainscoting, dados, or on 
a wall with a fireplace. 

Replies to the question, “Do vou select color schemes 
and wallpaper designs, or do you let the home-buve 
do this?” were: 68.2°% make selection themselves; ot 
these, 10.9°(, let the home-buyer select if purchase is 


cost o1 


made before completion; 31.8°% always let home-buver 
choose finishe s. 
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If the home-buyer selects, 80°, of the builders desig- 
nate store and maximum cost, with per roll limit the 
most frequently mentioned method. Several builders 
remarked that the buyer was free to go beyond the 
limit set if he wished to make up the difference. 

Of the builders who make selection, 89° prefer to 
use wallpaper in bedrooms; 57.7°% in living rooms; 
12°, in dining rooms; 25°%% in hallways. (Several an 
swers were given by some builders.) 

“What is the trend in wallpaper designs, judged by 
your experience?” The answer: 79%, indicated a trend 
toward figured or designed wallpaper, while 20.3% 
pointed to solid and contrasting colors. 

Of those specifying figured patterns, 33.390 say de 
signs will become more highly colored and ‘wild’; 
16.6%, floral; 16.6% striped; and 25°% say designs will 
have larger figures, like scenic designs, while 25° re 
marked that designs will become smaller, like Colonial 
patterns. (Several gave two choices or more.) 

When asked, “In which rooms of your new houses 
do you prefer to use plaster?” the answers were: kitch 
en, 78.9°%; bathroom, 73.6°%; living room, 57.8°%; din 
ing room, 42%; hallway, 36.8°%; bedroom, 15.7%. 

Seventy per cent of the builders say pastel paint 
colors are the most popular of over-all use. Asked, “In 
your experience, what are the most popular paint 
colors for living rooms?”, 68°% replied pastel shades, 
while 32°, answered dark or medium. Pastel green 
with 31.3% 1s the most popular color for living rooms, 
with gray, 27.5°%; white, cream and ivory, 9.4°%; 6.8°% 
each for light blue and tan; 2.6°% rose or peach. Dark 
shades preferred for the living room are green, 20.6%; 
and blue, 4.8%. 

Bedrooms are finished in pastels, say 739% of the 
builders, and in light blue painted plaster, according 
to 18°%. The next most popular shades are: rose on 
peach, 15.7%; yellow, 5.2°%; green, gray, and neutral 
each 2.7°%. “Pastels” were indicated by 20.9% with no 
mention of a particular color. 

Of the 27°, who said dark and medium shades ar¢ 
most popular for the bedroom, 18.5°% checked blue; 
5.2%, green; 2.7% ‘pastels’. 

Sixty-nine per cent clected pastels for bathrooms. 
Most popular colors are: white, 20.8°%; peach or pink, 
9.8%; vellow, cream, and blue-gray each 6.8%; light 
green, 3.59%. Green and blue were the most popular 
dark shades. 

“Where and how do vou use other finishes, such as 
plywood, wood paneling, etc?” Answers showed 82% 
frequently use such finishes, 8.7°, use them occasion 
ally, and 8.7°%% use only wallpaper and plaster. 

Dens are most used for these finishes, say 35.8°%; 
other rooms were: dining room, 14.3°,; attic, bedroom 
and breakfast room, each 7.1°.. Seventy-five per cent 
of the builders use the finishes as part of the wall 
covering; cabinet doors, 10°,; bookcases, 10°): shelves, 
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Half the builders giving preference use combed ply 
wood, while 16.8% each use striated, plastic surfaced 
and rustic finish plywood. Knotty pine is preferred 
by half the builders who specified, with chestnut and 
birch next. 

Combed plywood is used on fireplace walls and as 
wainscoting. A California builder wrote, “We use con 
siderable wall paneling for fireplace walls and shelves 
of dining alcoves.” “Plastic surfaced plywood and 
birch plywood left natural on cabinet doors” is used 
by a Des Moines builder. From Kentucky came the 
comment, “When plywood is used we use a covering 
of wallpaper in all rooms, except kitchen and bath 
room (above tile wainscoting) where we use Sanitas 
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White is the most popular paint color for kitchens, the majority 
of which are plastered. Several builders mentioned papering ceil 
ings for increased salability. Bright colors are often used as trim 


Trend in wallpaper design shows figured, highly-colored effects, 
builders report. Dining room below has added sales points of 
wallpaper, built-in knotty pine cabinets, both popular features 
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How to Get Listings at the Right Price 


@ Don’t submit verbal offers 

@ Convert earnest money payment into cash 

@ Use selling power of ‘For Sale,” ‘Sold’ signs 
@ Don't advertise free appraisals 


@ Don’t pay until checks have cleared 


By ROBERT GESSELL, Realtor 


Sioux City, lowa 


(; ETTING listings at the right price is still one of 
JT our toughest jobs. The trick is to do most of the 
selling before you take a listing. 

Try this: Make up a loose leaf notebook with pic- 
tures of homes that have sold recently, with their 
selling price. Compare similar homes and their selling 
price with the one you're trying to list. Cut out news 
paper clippings and articles from your trade journals, 
giving pertinent facts concerning the trend of the 
real estate market and other commodities. Have an 
other page with copies of some of vour better ads as a 
first hand illustration, showing part of the service you 
render to the property owner when you list his prop 
erty. We have found this system to be particularly 
ceflective, and those “SOLD” pictures with their actual 
selling prices are more convincing than a thousand 
words. 

It's important to remember that your client has 
called you because he realizes you know vour business, 
and he expects to gain from your experience and 
knowledge. We're salesmen, not magicians, so if he 
refuses to respond to logical, enthusiastic salesman 
ship, we're heading for trouble anyway. Sure, we'll 
lose a listing once in a while so what? It’s like the 
fellow who says it’s worth the taxi fare just to feel vou 
don't care what happens to the fenders. 

We never submit a verbal offer on ANY property. 
\ written offer to buy or a written contract is alwavs 
obtained with an carnest money deposit. When a 
salesman agrees to submit a verbal offer, that shows 
the prospect has the upper hand, and more often than 
not the salesman will end up with a fine set of ulcers 
after submitting verbal offers and having them ac 
cepted ... the next morning only to learn that women 
aren't the only creatures whose privilege it is to change 
their minds! If vour sale is developed on a sound, 
careful basis, it's no problem to get that signature and 
earnest money deposit when it comes time to close 
with your buver. 

When submitting a written offer, we alwavs make it 
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a practice to convert the earnest money payment into 
cold hard cash. If the deposit is a check for $500, we 
cash the check and clip five new $100 bills to the top 
of the contract, so they're the first thing the owner sees 
when we spread the papers out on his living room 
table. It's a mighty stout-hearted soul who can push 
that contract back across the table unsigned once he 
sees those beautiful greenbacks staring up at him. One 
fellow was so eager to sign that he broke three pen 
points. 

Have you ever analyzed the selling power of your 
“For Sale” signs? That sign is a small detail that brings 
big results. We consider our “For Sale” sign ow 
“Twenty-four Hour Salesman,” because it works while 
we sleep. When we point out this fact to owners who 
are reluctant to let that sign go up on the front of 
their home, the battle’s won, and many’s the sale that 
results in that call from a prospect who sees the sign, 
but who never takes the time to check your ads in 
the papers. 

Even more important than the “For Sale” sign is 
the “Sold” sign just as sooa as the sale is closed. It’s 
vour cheapest form of advertising, and by far the most 
effective method to bring in the new listings from 
people who see that vou're doing business and pro 
ducing results. Once that “Sold” sign is up on a prop 
erty, we leave it there until somebody else takes it 
down or until it rots off. You never know who is going 
to see it next. 

In general, we have succeeded in gaining the well 
deserved confidence of the public to the extent that 
our business is now regarded as a profession. And then 

in the face of all this — what a horrible blunder we 
make when we advertise in the papers and on_ the 
radio that our competent, trained staff of experts is 
available at anvone’s beck and call to inspect his prop 
erty and make a free appraisal. The newspapers from 
coast to coast are full of such ads. Surely the public is 
smart enough to expect to get what they pay for. When 
we advertise “free appraisals” isn’t that about what 
thev're worth? Isn't it smarter to advertise some of 
vour recent sales and tell the public what your office 
can do for the prospective seller? Surely this will bring 
you more listings and command more respect. True, 
in listing property we are bound to end up now and 
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The company has almost no trouble with sellers who demand 
cash before checks have been cleared. Framed on the wall is one 
which bounced. It serves as a reminder to over-anxious clients 
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A loose-leaf sales notebook is easily kept up-to-date. 
This page shows some of the better ads to show pros- 
pects services rendered when properties are listed 
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Pictures of homes that have sold re- 
cently, along with their selling price 
comprise another part of the notebook. 
“SOLD” homes aid in comparing prices 












§ 18,750 


For those sellers who want more than the market 
warrants, and for those buyers who complain of 
high prices, over-all price’ increases are shown 


“”! 
then by making a free appraisal, but don’t you agree 
that our profession is certainly cheapened by this type 
of advertising? 

We have a small pet peeve in our office; chances are 
that most of you share this same problem. Let's say we 
sell a home to a fellow from Waukeegan, who, on the 
day of settlement pays us off with a $10,000 check on 
his out-of-town bank. Maybe we're distrusting souls, 
but our rule is never to pay out on anv check until it 
has been deposited and cleared. Ten minutes after we 
receive this check, Mr. Average Man, for whom we just 
sold the property, comes charging into the office 
NATIONAL REAL Estate AND BUILDING JouRNAL — October, 
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demanding his money. But rules are rules. We don't 
pay until that check has cleared, even though it may 
take several days 

This may’ seem a little cold-blooded, but for th 
doubting Thomases who don’t understand this pre 
caution, we have a nice juicy $3,000.00 check attrac 
tively framed and hanging on the wall for everyone 
to see. This particular check is one that bounced high 
er than a kite when given to us several years ago as 
an earnest money payment. This clear illustration of 
what could happen if we paid has saved us countless 
hours of explaining and arguing with customers. 
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Are You READY to Make the Sale? 


@ Is the property accessible and presentable? 


@ Do you know how to approach it? 


@ Would it sell better if rejuvenated? 


e@ Have you studied its best use? 


e Are you prepared to answer objections? 


These are questions discussed by Realtor-Builder F. Orin Woodbury 
of Salt Lake City, in a speech before Denver Realtors Workshop 


Knowing property is important, 
but knowing that it is accessible 
and presentable to show, runs a 
close second. 

You know what a handicap it is 
to show a fastidious woman a va 
cant house that has not been 
cleaned. An industrialist views a 
debris-littered vacant site with the 
same misgivings. 

I know one instance where an 
industrial site, a large war plant, 
was available for lease or sale. A 
good prospect was taken to inspect 
it, only to find the site strewn with 
broken packing boxes, loose wire 
and retuse. The building itself was 
not cleaned up; some of the par 
titions were partly broken o1 
stained, and there were cobwebs 
everywhere. The prospect declined 
to rent it at 30 cents a square foot 

\ few months later the property 
was made presentable. Broken pa 
titions were removed; stains were 
covered with a quick coat of green 
paint; the clutter on the land 
was carted olf. No substantial r¢ 
pars or redecorating were under 
taken — it was merely given a good 
housecleaning. The same organiza 
tion was prevailed to inspect. it 
again. Thev signed a lease at 40 
cents a square foot. 

How are you going to approach 
the property vou have to show 
from a direction that affords the 
best view, or the worst one? And do 
vou know the right wav. there? 
Imagine the impression a prospect 
gets when you stop to ask a police 
man or a pedestrian, or run into a 
drugstore to consult a phone book 
to find where Pocahontas Wavy is! 


I have never yet seen the sales 
man who could be thoroughly ac 
quainted with more than a handful 
of properties. Try selecting the five, 
or not more than ten, best; then 
know everything there is to prove 
why they are the best. Take a walk 
from the property to the bus line, 
to the market, to church. Place 
yourself in the position of the pros 
pect. Don’t be a clam, but it is bet 
ter to say too little than too much. 
If vou have said too little, then it’s 
easy to make up the deficiency. 

Someone has said, “If you wish 
io sell me something, be sure to 
create a plan which will help me 
pull my load; and I will be more 
eager to buy than you are to sell.” 

Listen to what the prospect says, 
but observe attentively and don't 


exclude the possibility of his buy 
ing something different. Pride of 
ownership is the most valuable in 
gredient in the property. Let that 
guide you in determining whether 
or not the house needs its “face 
lifted” before a prospect can feel 
enough pride in a house to become 
its owner. 

One of the most interesting types 
of deals requiring somewhat more 
of the venturesome spirit than the 
usual sale is represented in the com 
mercial field by supplying quarters 
for lease to industry. Knowing the 
requirements of a given prospective 
tenant, the job is then to create a 
building in a suitable location and 
on an acceptable lease, and hand 
over the keys in exchange for a 
rental check. And it’s just that sim 
ple if you're willing to assume the 
responsibility involved. 

The first step, however, is to 
make a substantial investment in 
time and money to prepare to act 
You must know exactly what the 
client needs. A trip to his home 
plant or to other branches together 
with discussions with various staff 
members provides you with the best 
information. You have made an im 
pression with your thoroughness 
and have eliminated most comp 
tition because few will go to that 
trouble. 

Knowing shipping requirements 
and proximity to town and high 
way, vou next propose a suitable 
site. With the aid of a print of one 
of the prospect's other plants, you 





Ewrnc Gatitoway Proto 


Know exactly what your client needs. Visit his plant, discuss his requirements. Some- 
one has said, “If you wish to sell me something, be sure to create a plan which 
will help me pull my load, and I will be more eager to buy than you are to sell 
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have a preliminary sketch prepared 
by an architect you select; you get 
cost estimates from a dependable 
builder of your choice; you arrange 
for a mortgage loan commitment 
in connection with a_ financial 
source vou know will work with 
you. You select an attorney for 
preparation of papers. And on the 
basis of known costs, you negotiate 
a lease that you know will be profit 
able to an equity investor. 

\t this point, you may sell the 
project that is, the investor's 
equity — to someone with venture 
capital. Or you may yourself ad- 
vance the equity money. Selling it 
in the plan stage justifies a higher 
rate of return for the investor be 
cause he is entitled to compensa 
tion for the speculative responsi 
bility of constructing the building 
and satisfving the tenant. 

Whatever the type of transaction 
vou undertake, be a salesman. In 
being a salesman, it may even be 
detrimental to being an appraiser. 
Only the buyer determines the 
price. The appraiser can justify his 
opinion of value by the most ac 
ceptee methods, but that does not 
determine the price at which the 
buyer will acquire the property you 
are offering no more than you de 
termine it as a broker or salesman, 
or any more than the lender who 
decides the amount of loan he will 
make. 

Sell “use.” Use is the most ac 
curate measuring stick which, when 
coupled with pride of ownership, 
makes a deal if you can provide 
a formula for handling the me 
chanics. 

\re you an average salesman, o1 
are you ready with answers to meet 
the buyer's objections to the prop 
erty you are showing? Being ave1 
age isn’t good enough; because then 
vou are as close to the bottom as 
vou are to the top. 

“The price is too high.” Cost, at 
ter all, is made up of so many ele 
ments beyond the mere purchase 
price. It means in its most accurate 
terms, the overall monthly cost 
to the tenant including every- 
thing from taxes, insurance to in 
sulation and the cost of outside 
activities. 

Do you call attention to the 
many features and conveniences in 
today’s homes which were not pres 
ent in those of many vears ago? ‘Try 
that on a prospect who says that 
prices today are twice as high as 
they were when his father was buy 
ing. In other words, tell him that 
the worker today who receives twice 
his father’s wages — with wages dou 
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bled since then can purchase an 
$18,000 home for the same fraction 
of his wages his father parted with 
for a $5,400 home. 

“The lot is too narrow.” Have 
you ever considered the value of a 
planting screen or a tightly woven 
wood stave fence? Planting and 
fencing not only screen the view 
and add interest, but they greatly 
reduce the transmission of noise. 

“The house is too small.” Have 
you considered the multiple use of 
rooms? If the buyer wants brick in 
stead of frame you offer, remember 
that a frame house usually has an 
insulating factor at least 10°, great 
er than the solid 9-inch brick wall 

“It’s the wrong time to buy.” 
That means that the buver has 


Profit-Sharing Plans 


Editor’s Note: These plans were presented 
at the Denver Realtors Workshop. 


Three bases of compensation are 
used by one company; a level salary 
established at the medium-low level, 
a bonus fund, and a profit-sharing 
plan. 

As much as 75% to 80° of the 
people in the office are on straight 
salary, which is generally slightly 
higher than the lowest level of 
salaries for similar jobs. This is 
the base from which the other plans 
develop. 

Every three months earnings are 
totaled, and after salaries have been 
paid, approximately one-half of 
those earnings are placed in a bonus 
fund. The basis for distribution 
of this fund is determined by senior- 
itv, utility (which is told largely 
by the salary), extra effort or 
over-time, actual production in 
tcrms of the amount of business 
done, and over-all long-term pro- 
duction. Each one of these points 
is evaluated at par at the level of 
25 units of valuc. The fund is set 
up which will amount usually to 
$10, $15, or $20 a unit. The in 
dividual’s bonus is reached by mul- 
tiplying his total points by the dol 
lar value. 

The remainder of the company’s 
total carnings alter all other charges 
have been taken out, form the basis 
for the third compensation the 
profit-sharing plan. Individuals 
must have been with the company 
two full years to benefit. Their 
profit is figured by giving them one 
point for every $100 of basic salary 
and a point for every year of serv- 
ice. The emplover may deduct this 
expense from his income tax, and 
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been reading stories and listening 
to predictions. If he needs a home 
and can find the house he wants, 
and can aflord to live in it, it is the 
right time to buy. Geologists and 
scientists who tell us of the vast 
underground deposits of coal un 
doubtedly make accurate stat 
ments, but even so they necessarily 
base their predictions on how long 
coal will last on estimated human 
consumption. People are notorious 
for change in utilization of nature's 
resources as we progress 

You may think that a lot of thes« 
things are of little value. Perhaps 
they mean nothing at all in con 
ducting vour business. But remem 
ber, a hole is nothing at all, vet vou 
can break your neck in it 


That Work 


the recipient is taxed only when he 
receives the money, that is, at retire 
ment, discharge, or resignation 


Voluntary Savings Plan 

rhis plan is limited to salesmen 
Each month $50 apiece is deducted 
from their earnings or charged to 
their accounts. A fund of from 
$1,000 to $2,000 is accumulated to 
buy real estate. Then a house is 
found to be listed and if the owne1 
says that he is moving and wants 
to sell, rather than list, the com 
pany offers to buy at a lower price 
than that for which they can sell it 
For the quick dollar, owners often 
agree. That profit is also used to 
buy. 

The office puts in $50, so that 
each salesman participates equally 
with the office. The $50 a month 
which the salesmen contribut« 
serves not only to make them feel 
a part of the office, but it gives 
them an added income, and makes 
them save. 

“Boogie” Plan 

\ third company thinks that the 
best results are obtained by a plan 
which keeps an incentive always 
before the employees. Each month 
before income taxes are taken out, 
their earnings are taken and from 
them an amount called the “boogie” 
is deducted. The “boogie,” known 
only to the employers, is the 
amount necessary to keep the con 
cern going, to keep it going when 
it isn’t making money, to build a 
reserve for the company, to insure 
continuity after that is deducted. 
This fund is then put in the pot 
to be divided among the employees 
at the end of the vear. 
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Any real property saves tax money if you know yofr tax laws. For example, if a client owns a building in the name of his corpora- 
tion and wants to sell the building at a profit, he can sell the stock beforehand, avoid paying an additional corporate gains tax 


Investments in Real Property 


Save Tax Money 


By CHARLES A. MOREHEAD, Attorney 


Miami, Florida 


High income tax makes saving money for retirement difficult. Many 
tax-wise men buy real property knowing that if they suffer a loss, 
that loss is an ordinary loss, deductible in full from other income. 
These men save on depreciation; they pay no extra taxes when 
property value increases. This discussion is a ‘bible’ of advice for 


property managers on how to save taxes for high income investors 
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W: do not always appreciate 
th: it real estate enjoys income 
tax advantages not enjoved by 
stocks, bonds, and other types of 
investments. In a great many in 
stances, the lawyer who completes 
a real estate transaction is not thor 
oughly familiar with tax law. 

lax law has become extremely 
complicated. New regulations and 
decisions are turned out every day. 
Most lawyers don't have time to 
keep up with it unless they special 
ize in tax law. The client’s account 
ant usually doesn’t find out about 
the transaction until he prepares 
the income tax return, and then it’s 
too late. The duty rests with the 
property manager and the realtor 
to know how to avoid the dangers. 

Ihe tax rates now have gone 
high enough to make it difficult fon 
a man to earn money for retire 
ment. The more money he makes, 
the more money he has to pay in 
income taxes; but, the more money 
he makes, the higher rises his stand 
ard of living. When he’s squeezed 
between the amount of his income 
tax and the amount it costs him to 
live, he doesn’t have much to put 
aside for old age. 

One of the few ways a man can 
accumulate money against retire 
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ment is to make use of the capital 
gains section of the income tax law. 
Profit that he makes from the sale 
of property he has owned for more 
than six months is taxed at 25% 
capital gain rates. If he suffers a loss 
on depreciable rental property o1 
any real property which has a 
building on it other than his own 
residence, that loss is deductible, 
in full, as an ordinary loss from his 
other income. 

But if stocks and bonds have to 
be sold at a loss, they are sold at a 
capital loss and are only deductible 
against capital gains. The loss is 
deductible from other income only 
up to $6,000, and that $6,000 must 
be spread over a period of six years 

. $1,000 during the year of the 
loss and $5,000 during the next five. 

Another advantage which real 
estate enjoys is the depreciation de 
duction. Your client may buy a 
building for $200,000 and pay only 
$10,000 down, but he figures 4% 
depreciation on the full $200,000 
giving himself a saving of $8,000. 

Suppose that he is in the 60% 
tax bracket and he has that $8,000 
depreciation deduction on the 
$200,000 building. He has a tax sav- 
ing of 60° of $8,000 or $4,000. If 
he rents the building for $8,000 he 
has no income tax to pay on the 
rental. 

Sull another advantage springs 
from the fact that it is possible to 
build up an estate by purchasing 
real property with absolutely no 
tax to pay on the increase in the 
value of the property. Assume that 
aman owns a vacant lot in a neigh- 
borhood market center. One of the 
large food store chains approaches 
him with the offer to build a $100, 
000 store building on the lot if he 
will rent it to them for 10 vears. At 
the end of the 10 vears, the build- 
ing becomes his. Before 1942, the 
$100,000 value of the building was 


taxable to the owner the vear it 
became his. The burden was tre 
mendous! All the tax had to be 


paid in one year. Since the tax on 
$100,000 is about $64,000, his total 
income tax for that vear was enorm 
ous. He received no monev; he 
merely received a building. 

This injustice was brought to the 
attention of Congress. They adopt 
ed legislation stating that the own 
cr must pay no tax on the $100,000 
building until he sells it. The ad 
Vantage owner re 
ceiving a building on his property 
under the amended law, can enjoy 
from thy property for 
his whole life. H the owner were to 


is obvious An 


tr PCO 


scll, he would pay taxes only at 
capital gain rates. 
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The tenant as well as the owner 
benefits from this arrangement, too, 
for he may deduct the entire valuc 
of the building as depreciation ove1 
the life of the lease. Suppose the 
chain store we have been referring 
to puts up a concrete block build- 
ing which normally depreciates at 
the rate of 3% a year. Since the 
chain will own the building for 
only 10 vears, the life of the lease, 
during which time they should re- 
cover the cost of the building, their 
actual depreciation on the $100,000 
amounts to 10° a vear, enabling 
them to deduct $10,000 from the 
vearly profit. 

A danger exists when your client 
pays advance rental to his landlord 
for security. For example, the own 
er leases a building for 15 years at 
$10,000 a vear. He takes the first 
and last vear’s rent in advance, o1 
$20,000. If the lease states that the 
consideration for the lease is $20, 
000, vour client is going to have an 
unnecessary tax burden dropped on 
him. He will have to pay taxes on 
the entire $20,000 the vear the leas« 
is executed. The $20,000 is going to 
be added to whatever he has made 
in his business. The $10,000 rent 
for the fifteenth vear of the lease is 
of no benefit at all because it puts 
him in the 60° or 70°, tax bracket 
and the government will take 
$6,500. 

For a remedy, you can tell your 
client to have his lawyer insert a 
clause in the lease stating that $10, 
000 of the $20,000 is not the last 
year’s rent but deposit made to se 
cure such things as the prompt pay 
ment of the rent, proper repair of 
the property, proper upkeep of the 
furniture. Also state that the $10, 
000 will be refunded to the tenant 
upon completion of performance of 
lease, and that the landlord will 
pay the tenant interest on the de 
posit at some predetermined rat 
... perhaps 4% a vear or $400. 

It may seem that no landlord is 
going to agree to pay a tenant $400 
a vear interest. Actually, if the land 
lord knows this clause is going to 
be put into the lease, he will un 
doubtedly raise the rent $400 and 
then pay it back to the tenant as 
interest. Both parties are as well off 
as they were to begin with. 

Another frequently ignored pit 
fall may cost vour client thousands 
ol dollars in unnecessary income 
tax. A client savs that he owns a 
building worth 5100,000 
vears ago. He owns the building in 
the name of his corporation bi 
cause, as a general rule, corporat 
tax brackets are lower than indi 
vidual tax brackets. He has been 


several 
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offered $150,000 for the property 
and he wants to sell it; but, he'd 
better not sell it from his corpora 
tion to the purchaser. If he does, 
he will pay $12,500 unnecessary 
taxes or 25% of his $50,000 profit 
because he must pay a capital gain 
tax which the corporation, as a 
separate taxpayer from the person 
who owns all the stock in the cor 
poration, is subject to, and a tax on 
the individual gain after the bal 
ance of the profit is distributed as a 
dividend. 

The corporate tax can be avoided 
by one of two methods. The first is 
as follows: Sell all the stock of the 
corporation to the purchaser of thi 
building if the building is the only 
asset of the corporation. If the pun 
chaser owns the stock, he owns th« 
building because the corporation 
owns the building. The seller es 
capes the tax, because the corpora 
tion hasn't sold anything. The cor 
poration does not own the stock. 
Your client owns the stock, and the 
tax he pays on the profit is paid at 
capital gain rates. 

If the building cost $100,000, and 
the man who built it has owned it 
for 10 years and has taken for ex 
ample, $30,000 depreciation, ther 
is another reason why the prospec- 
tive purchaser may not want to buy 
the stock. He is allowed only $70,- 
000 depreciation on his purchase. 
The basis of that building to the 
purchaser (“basis” is the tax term 
for “cost”) upon which he can take 
depreciation, and on which he must 
pay a capital gain tax if he sells the 
building, is only $70,000. The pur 
chaser reasons that he paid $150, 
000 but must carry it on his books 
at $70,000 depreciable value. He 
knows that he can sell it for $200, 
000; why pay a tax on the difference 
between $200,000 and $70,000 when 
the tax could be on the difference 
between $200,000 and $150,000. 

One solution is to advise your 
client to buy the stock, then liqui 
date the corporation and convey 
the property to himself. The pur 
chase will go on the books at $150, 
000. However, the purchaser may 
not want to go to the expense of 
dissolving the corporation, or th 
sale mav be in danger of collapsing 
It the seller owns the building in 
the name of the corporation, in 
struct him to liquidate the corpo 
ration, convey the building to him 
sel, and let you sell it. The deed 
will be executed to the purchase: 
by the seller and there will be no 
corporate tax to pay. The seller 
will save himself the $12,500 cor 
porate tax because the corporation 
didn’t sell anything 








Let's Shift 


Into 


Selling 
Gear 





By EARL B. TECKEMEYER 


PART IV 


What's happened to our selling 
technique? The author cites ex- 
amples of poor advertising, time- 
consuming sales methods that 
yield no return, an over-anxious 
attitude on the part of some 
which are bogging down today’s 
real estate sales. Here are his 
suggestions for all real estate 
offices, whether large or small 
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T seems to me that there prob 

ably is a single reason why 99 
out of 100 never become the leaders 
they would like to become in their 
field. It is their unwillingness to 
pay the price of hard, driving work; 
the courage to make decisions, to 
take responsibility, to stand the 
gaff. 

In 1949 we are really going to 
have to go out and go to work and 
sell again. Let’s hope we haven't 
forgotten how. And by trying to 
remember, I don’t mean parking 
vourself on Sunday on a camp stool 
with a copy of Readers Digest or 
the Post while people tramp 
through the house, stumbling over 
you and each other just being nosey 
and not actually expecting to buy 
or being real customers. That isn’t 
merchandising real estate. If it is, 
then I'll have to retire and learn 
all over again. 

I have the feeling, and it grows 
more definite each year, that if a 
fellow can’t make a living finding 
homes for people five and a half 
or at most six days a week, some- 
thing is wrong with him. Even car 
peddlers finally agreed that they 
could close on Sunday and still sur- 
vive. At least they do in my town. 
I wonder if we just HAVE to go 
back to that old business of sitting 
elumly in vacant houses on Sunday 
in order to sell them. I doubt it. 

If you have a real customer he 
will be able to arrange to see the 
house during business hours, and 
if he can’t or won't, chances are he 
isn’t the customer you thought he 
was. So, in your anxiety to shift 
into some new gear to fit this mar 
ket, don’t shift back into that old 
one of playing taxi and hauling 
people to house after house in the 
hope they will buy or in parking on 
the doorstep and playing host to a 
mob of curiosity seekers. After all, 
there is going to be just one familv 
for which the house is suited and 
the experienced realtor ought to 
be able to pick that one out with- 
out the enactment of a mob scene 
from a 1920 movie thriller. 

Take a look at vour advertising. 
In our present desperation to keep 
the quota up, we have, I fear, gone 
back to many of the old dodges 
which were so often deplored in 
times gone by and which we had 
almost forgotten. 

Look at your local paper and 
what do vou see? “Price Reason 
able.” What price? To whom? O1 
“Best Value”. Hard to prove isn’t 
it? “Very Attractive.” What are 
some of the attractions? “Three 
Elegant Rooms” — since when did 
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elegance move into three rooms? 
“Leaving Town.” Of course, it’s 
none of your business, but why? 
Finally, “Must Be Seen to Be Ap 
preciated.” That's lazy. Make the 
reader want to see it. There are 
some typical headings of today and 
my comments. What are yours? 
They just won't do, will they? No, 
you'll have to do better than that. 
Shift gears, get some new punch 
into your copy and even then it 
won't do the whole job for you. 

Too many have relied too long 
on the too easy deals to be made 
under the G.I. financing plan where 
the buyer needed very little money. 
Even the G.I. is running out and 
transactions of that kind in most 
places are getting tough because 
the money lender, typically, wants 
more interest than the G.I. plan 
permits. Those deals were spoilers 
for the fellow who really has to go 
to work again. I believe we con 
tinually relied too much on that 
easy source and stressed our part 
in that program to a greater degree 
than it warranted. We overplayed 
our hand. In too many instances, 
we didn’t actually build for the 
G.I. at all. We were way past him. 

For the G.I. postwar home we 
thought of the tile baths, air eon- 
ditioning, oil heat, etc., etc. A Wes 
tern city ran a contest offering a 
$500.00 prize for the best essay on 
the subject “What do I want in my 
postwar home?” Local builders 
sponsored the contest hoping to 
elicit a lot of new ideas for the 
building program. The fellow who 
won sent in a large sheet of paper 
with one word on it. In answer to 
the question “What do I want in 
my postwar home” he said, “Me.” 
So the easily-financed deal for the 
G.I. is out — out that is for the 
average realtor who hopes to main 
tain any volume of sales. 

We are going to have to remem- 
ber, or probably learn all over 
again, how to influence people. I 
believe the majority of them have 
the money to buy that little home 
— or they can get it if enough 
desire is created. Creating desire 
can be done in a lot of ways. You 
know many of them I know 
some. I have some favorites. One 
is arousing their curiosity about 
the home. People are curious from 
birth. Arouse their curiosity and 
they are coming your way. 

I remember the story of the fel 
low who took advantage of that 


to bilk a whole town out of their 


hard-earned dollars, but the story 


proves the point. He rented the 


opera house and then on a Friday 
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put up signs all around the town 
saying “He’s Coming.” On Satur- 
day, more signs — He’s Coming — 
Saturday Night — Opera House — 
Admission $1.00.” Saturday eve- 
ning more signs saying, “He's 
Here.” He filled the house to over- 
flowing, collected all the dollars 
he could and then flashed a sign on 
the screen saying, “He’s Gone.” 

Funny how curious people are, 
isn’t it? Try to find the way to 
arouse that curiosity about the next 
house you have for sale. There are 
a lot of ways to do it and you know 
what they are. Just use them. 

In all of these articles I am sure 
that I probably haven't mentioned 
anything that most of my readers 
have not thought about or heard 
about before. The point is to try 
to stimulate you into using what 
you know to use in helping you 
through the rough spots of the 1949 
market. There is still that intense 
demand we talked about. People 
still want homes and real estate. 
They are just going to be a little 
bit slower in expressing themselves 
than they were when they had 
money in every pocket. We can 
stimulate them into action by as- 
serting ourselves to different meth- 
ods, discarding the war-worn ones 
for once and for all. 


Naturally, all of us are concerned 
about today’s market and where 
we are going to fit into it. So, let’s 
do a little constructive thinking 
to wind up on. We are concerned 
about tomorrow's problems and 
fearful of what might happen the 
next day, or next week, or by the 
middle of the summer if things 
don't pick up. Well, they won't 
pick up. You'll have to pick them 
up. 

We have a lifetime in which to 
solve all problems ahead. There 
will be burdens, cares, worries, and 
trouble. If we will be patient, the 
years will spread them thin — so 
thin that it will be easy to carry 
them if we carry them only as they 
are met. 

All any man is asked to do is to 
bear the load of this one hour, solve 
the problems of this one hour, walk 
ahead as he should in this one hour. 
Strength sufficient unto us today 
is all the strength needed, for, if 
we solve the problems of each hour 
— we are solving the problems of 
the whole life and in the end there 
will be success. We simply must 
work, and study and improve our 
skills; discard our old worn-out 
methods; reactivate our personal- 
ities and put them to work as they 
must work in this hour of strain. 
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Do You Want Publicity? 





UBLICITY offers many advan- 

tages. It’s a valuable segment of 
public relations. It keeps your 
name before the public. But, be- 
fore you go after it, be sure there’s 
no flaw in your organization you 
wouldn’t want publicized. Getting 
your company name in the local 
newspaper can harm you or it can 
help you, depending on how you 
go about it. 

One_publicity-conscious _ office 
assigned the task of writing news 
stories to a manager of the sales de- 
partment. He wasn’t versed in what 
was good publicity or bad, so he 
sent a story to the local editor 
about the company’s total sales for 
the year, knowing full well that 
three other real estate companies 
had topped those figures. The edi- 
tor combined the various figures, 
printed them, and readers identi- 
fied the company as a fourth-place 
organization. It didn’t help this 
particular company. 

Be careful of news stories with- 
out news value; you only lower the 
total value of your material by 
flooding the editor with such items. 
Once you have your reputation, 
editors will be willing to use your 
news releases, and they will become 
a powerful means of selling your 
organization to the public. 

What is news? There is no def- 
inite formula for testing news 
value, but you can use _ several 
guides. First, the size of the com- 
munity is important. If your office 
is in a small community where 
everyone knows everyone else, it's 
news when one of your employees 
retires after 25 years of service. But 
it’s not news in Metropolitan dis 
tricts unless that employee is well- 
known or unless you give a ban 
quet in his honor. This depends, 
too, on the newspaper. Study them 
to see what type of information 
they use. 


When vou think you have a 
news item, analyze it to see if it 
would be interesting to anyone 


outside your office. Realty editors 
aren't interested in giving free 
space to your company unless that 
space will add readership. Accord- 
ing to one real estate editor, stories 
that are just so much free advertis 
ing go into the waste basket. 

It isn’t news if the high quality 
of service to the tenants of one of 
your apartments has been main 
tained since it was first constructed 
10 years ago. But it is news if the 
apartments are being remodeled. 

Avoid a release that claims a 
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great amount of credit for a job 
well done. If, for example, your or- 
ganization has established, over a 
period of five years, the best record 
of sales made to veterans, don't 
make a self-righteous news release 
out of it. That’s bad taste and prob 
ably not news at all. 

When you are able to recognize 
a news item, you can write your 
own releases. You don’t need a full 
time public relations counsel work 
ing for you. Write the story and 
send it in at a time well in advance 
of the date you want your story 
released. 

Start your copy about a third of 
the way down the page to give the 
editor some space for his own work 
on the story. Put your name, ad 
dress, and telephone number on 
the first page. The editor may want 
to get in touch with you for addi- 
tional information. Get to the 
point when you are writing your 
storv. Make that opening sentence 
contain a good indication of what's 
to follow, then develop your story 
fully and logically in as few concise 
words as possible. If you don’t give 
the editor a good indication of 
what the story is about in the open- 
ing lines, he’s liable to push it 
aside and forget about it. Remem 
ber that people mentioned in the 
content of your story make inter 
esting reading, but watch the spell 
ing of their names. If you make a 
mistake, don’t write the correction 
over the misspelled name. Cross out 
the mistake and start over. Use 
first names and middle _ initials 
whenever you can. 

Keep your copy readable. Type 
it double spaced, at least. Adhere 
to good English usage. That 
doesn’t mean that you have 
write with a pseudo-literary style. 
You're calling attention to a pub 
licity item, not a stack of startling 
words. Leave the great, big, super 
fluous words out. 

Don't try to throw your weight 
around to get your story in print. 
Chances are vou don't know how 
the newspaper plant functions, and 
you are only going to kill your 
story's possibility of being printed 
if you send copies of it here and 
there in an attempt to override 
editorial restraint. If your story 
gets to the newspaper office by mail] 
or by messenger, the person who 
receives it will know how to shunt 
it on to the right track, and your 
organization will be well on the 
wavy to some good advertising 
through a publicity release. 
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@ Homes Our Readers Are Building 


IN OHIO 


@ Iva G. Clark 





N their new “drop level” homes, 

Mrs. Iva G. Clark and son, Harry 
Clark, realtor-builders of Lima, 
Ohio, are cutting costs and provid 
more living area than a 
conventional house of the 
price. 

The three- and four-bedroom 
homes, selling between $18,000 and 
$20,000, have a first floor built Gn 
the bottom of an 18-inch excava 
tion, thus losing no space between 
footing and first floor. The floor is 
a waterproof, four-inch-thick con 
crete slab laid over a six-inch base 
of crushed stone, covered with one 
cighth-inch tiling. 
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By terracing up around the base, 
the distance from the outside 
ground level to the bottom of the 


fill is extended from 18 inches to 
39 inches, which meet FHA re 
quirements. 

Walls on the first floor are con 


structed of poured concrete, and on 
the second floor are frame -con 
structed, lathed, and plastered. Fu 
ture floor sags are eliminated with 
a poured concrete center wall. 
Products used in the home in 
clude USG Rocklath, Zonolite Ver 
miculite plaster, aluminum foil in 
sulation by Infra Insulation Com 
pany, Altrico aluminum doo. 





frames and base trim, Truscon Steel 


windows, Kohler bathroom fix 
tures, Anaconda and Chase Coppei 
and Brass pipes. Also used were 
Phillip Carey asphalt shingles, Cel 
otex sheathing, Pittsburgh Plat 
Glass windows, Yale hardware, 
Hachmeister asphalt tile, Frigid 
aire washing machine and electric 
clothes dryer, Truscon paint. Heat 
ing is radiant panel in the ceilings 
with gas-fired heating plants. 

Sales of the houses have resulted 
from advertising which stressed 
scientific living and reduced con 
struction costs by sound engineer 
ing practices. 





jk package mortgage is find 
ing a ready market in the new 
32-home project being built in 
Cleveland by Operative Builder 
(lex Bruscino. The two-bedroom 
homes are priced at $10,950, includ- 
ing a range, refrigerator, washer, 
and dryer included in the mort- 
gage. 

Bruscino is combining on-site 
construction techniques with plant 
prefabrication to cut building costs 


e Alex Bruscino 


In his building plant, parts com 
prising the shell structure are cut 
and assembled, then stacked on a 
trailer and hauled to a building 
site. The home is not a complete 
prefabricated unit, though roof 
trusses, ply wood-sheathed pane lized 
wall sections, interior partitions, 
front and end elevation gables are 
constructed off-site. 

The homes, with and without 
basements, are built on lots averag 


ing 55 x 200 feet. They have a 
livable floor area of 960 square 
feet, including living room, dinette, 
kitchen, bath, utility room, and two 
bedrooms. Exteriors are frame, 
brick veneer, or both. 

Products included in the homes 
are Johns-Manville roofing and as 
bestos siding, Briggs plumbing, Ni 
agara gas furnaces, Truscon steel 
casement windows, Douglas Fir 
lumber 
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IN CALIFORNIA 


e@ Hazzard and Sprague 
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N Los Angeles, T. H. Hazzard 

and Robert Sprague are build- 
ing luxury homes for $25,000, well 
below custom-built prices, by using 
the same labor distribution and 
purchasing methods as in their pro 
ject of $10,000 homes. 

Ihe 43 homes of Hazzard, the 
builder, and Sprague, head of the 
Pioneer Savings and Loan Associa 
tion, are built on 80 x 180-foot lots 
in rigidly zoned Pasadena’s Linda 
Vista Park, a residential section al 
ready noted for its large, well-con 
tructed homes. 


The SC 


homes, none of which are 
alike, are styled in Rancho, Cape 
Cod, Monterrey, French Norman, 
and Colonial architectural designs. 


The exteriors are finished in wood 
siding, stucco, and stone. 

\ typical Linda Vista home is the 
Rancho type pictured here which 
has 2,000 square feet of floor space 
and includes three bedrooms, two 
bathrooms, living-dining area, and 
kitchen. 

lasteful, colorful vet dignified 
mailing brochures picturing vari- 
ous homes in the development, and 





a model home furnished by local 
decorator, pulled 6,000 people to 
the project the first week and kept 
a staff’ot 15 salesmen busy showing 
the homes. 

Nationally known products used 
in the homes are U. S. Gypsum 
Rock Wool, Armstrong linoleum, 
Soule steel sash, Timm aluminum 
sash, American Standard bathroom 
and kitchen equipment, Pryne flush 
lighting, General Electric furnaces 
and dishwashers, Tradewind fans, 
Waste King garbage disposal units, 
Lightolier bathroom light fixtures 





NTENSIVE classified and dis 

play advertising, seven-day-week 
salesmanship, and the use of a 
model home resulted in the com 
plete sellout in three weeks of 
about six hundred homes built by 
Williams and Burrows, Inc., of 
Burlingame, California. 

The home shown here is located 
in the Sunnybrae section of San 
Mateo, California. It is erected on 
a 50x 85-foot lot, has a living area 
of 1,038 square feet, porch 58 
square fect, and a garage 210 square 
feet. 


e@ Williams and Burrows 
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The blue -trimmed home, priced 
at $9,985 and financed under FHA 
and GI loans, has three bedrooms, 
a dining area that adjoins the lis 
ing area, glazed tile bath with a 
four-foot-high wainscot, and a cen 
trally-located, kitchen-utility room 
combination. 

Foundation of the home is a 
four -inch- thick, wire -mesh, rein 
forced concrete slab poured over 
cight inches of rock and pea gravel, 
weather- and moisture-sealed with 
hot-coated asphalt building paper 
Interior walls are of U.S.G. Sheet 


rock and exterior walls are con 
structed of Gyplap finished with 
cream-colored stucco. The roofs are 
covered with cedar shingles. 
Included in the houses are Genet 
al Electric wiring and _ electrical 
equipment, David E. Kennedy as 
phalt tile, American standard 
plumbing, Schlage Lock Company 
finish hardware, Holly furnaces, 
Rolscreen and Rvylock window 
screens, Bendix washers, Dupont 
lontine window shades, American 
Kitchen steel kitchen cabinets, sheet 
metal by Armco Steel Corporation. 
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How Is Your Advertising Reputation? 


Advertising helps to keep your business in the public's eye, but, like 
the proverbial mote, it shouldn’t be used to blind them. The author 
of this article has found that over a number of years, honest, sim- 


ple, consistent advertising is the most effective means of building 


a reputation for stability in every phase of the real estate business 


hi YR more than 40 years we have 

advertised that we have an 
“Office That Knows Its Subject,” 
and this phrase has been constantly 
dinned into the public's mind in 
our city. Of course, we have been 
aggressive along orthodox paths in 
the publicity field, but the particu 
lar ingredient in our advertising 
program which has the public in- 
terest, is the display space appeal 
ing in both Sunday papers for two 
generations. 

This space is devoted mainly to 
institutional promotion and _ is 
never employed as a specific sales 
medium. Most of the time it deals 
with civic accomplishments; any- 
thing which makes a citizen feel 
better about his city is apt to start 
a psychological reaction which will 
make real estate investment more 
attractive. 

\s an example of this type of 
advertising, we authored a 
line reading — “One Thing Seattle 
Has Not Got Slums!” This 
created a widespread controversy 
grammarians, some claim- 
ing it was not good English. The 
discussion went.on lengthily, but 
whether or not it was good English, 
the phrase was assuredly good ad- 
vertising and brought us much at- 


ioe 
es 


once 


among 
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tention — the more so because it 
was a simple statement of fact. 

At intervals, a citizen will see a 
display advertisement in his Sun- 
day papers headed like this: 

1986 Sundays 
Underneath will follow a 
statement that this is the 1986th 
consecutive Sunday in which our 
advertisement has appeared in that 
paper. The logic behind this is, 
first, to put out an eye-catching 
headline, and secondly, to state a 
brief fact denoting our stability. 

For 36 years, we have issued 
monthly a Realty and Rental Reg- 
ister, which contains news articles 
on sales and leases of the month, 
pictures of buildings under our 
management, and an editorial. 

In the Register, public attention 
is constantly drawn to the fact that 
in our buildings there are 1300 
stores. Most of the stores render 
monthly accountings to us on per- 
centage leases, and the importance 
of this knowledge of the over-all 
business situation to investors con- 
templating purchase of real estate 
is pointed out in frequent adver- 
tisements. The investors don’t have 
access to these records, but they are 
valuable in determining invest- 
ments. 


brief 


MANAGEMENT PROPERTIES 


APARTMENTS 


Leases During Month 
Cover Wide Area 


New Store Opened 
On Aurora Avenue 


October. 1949 


By HENRY BRODERICK, President 


Henry Broderick, Inc. 
Seattle, Washington 


Another type of advertising we 
once used was electrically-lighted 
billboard advertising which carried 
civic copy. On Halloween we is 
sued a warning with special caution 
to parents urging them to keep 
their children away from our signs 
because of charged wires. This was 
effective in more ways than one. 

While we have used many media 
in advertising, we have exercised 
great care along two lines. Above 
all, we have striven to reinforce 
our publicity with a service as near 
ly flawless as possible, and, again, 
we have always clung closely to a 
note of conservation. We try to 
maintain a high level of public ap- 
peal. On occasion, we will put out 
a holiday spread wishing everyone 
a Merry Christmas or Happy New 
Year, including our competitors. 

Someone has “You must 
have what you advertise.” Over the 
years, we have spread the word that 
this organization tries to achieve 
accuracy in all things, and we have 
built up in the minds of the citizens 
the feeling that we are definitely 
more interested in the welfare of 
the investor than we are in merely 
making a sale. We keep saying we 
are analysts first, and salesmen after- 
wards — and we mean it! 


said, 


Seattle Statistics 


New Construction 


First 
First 
First 


6 Months 
6 Months 
& Months 


1947 15 Millions 
1948 22 Millions 
1949 32. Millions 





Simple display ads like the one above at- 
tract attention every Sunday in two news- 
papers, help to build stable reputation 


The company’s monthly publication for 
clients contains news and pictures of vari- 
ous properties under its management. 
Left, a page from the monthly Register 
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Does Your Office Speak Well for You? 















Office of the president has the appear- 
ance of a complete library or den 


Combination main office and reception 
room has become serviceable and attractive 


OU can have offices that are both functional and 

good-looking. A redecorating job doesn’t mean 
that you have to put your files and other office equip- 
ment in a back room in order to fool the public with 
an uncluttered front office. For example, look at the 
newly decorated main office of Frank H. Taylor & 
Son, Inc., realtors and mortgage bankers of East 
Orange, New Jersey. 

An old office with dark ceiling beams and dark 
walnut paneling has been changed into a handsome, 
yet completely useful front office. Accoustical ceiling 
with recessed fluorescent lighting covers the old beams. 
And the dark paneling has been transformed into light 
walls with Williamsburg blue and antique white 
paint. Durable linoleum has replaced shorter-lived 
carpeting. 

Economy of space and material is well shown by the 
use of the hand-wrought aluminum partition which 
takes the place of a wall in dividing the room into an 
office and a reception center. The same design and 
material are used in the staircase. 

The scheme of decoration, dictated by practical 


Indicative of a progressive atti- 
tude, a well-furnished and at- 
tractive office says a lot for your 
business. With stress upon com- 
fort, the lighter office of today 
with freer wall and floor space, 
contrasting color schemes, and 
smart functional furnishings and 
decorations may rightly be 
called “home” for your business 





office requirements, includes steel-gray desks, and 


counters, with desk chairs covered in red leather. 
The reception room chairs are black and _ yellow. 
Handsome table lamps give added warmth to the 


room. 

Added space-saving devices are the reverse pedestal 
desks with drawers on either side which allow two 
salesmen to be seated at one desk. The space saved 
has been utilized into closing rooms, such as the one 
seen in the far right of the picture, where clients and 
salesmen can discuss business privately. 

The office of the president is notable for its good 
balance and dignity. Both these features are achieved 
through simplicity of arrangement and minimum of 
decorative features. The large stone fireplace which 
centers the room is balanced by the handsome walnut 
desk with tooled-leather top on the one side, and on 
the other by a more informal setting of the blue-green 
fabric-covered couch, coffee table, and the dark blue 
and lacquer leather chairs. Soft carpeting covers the 
entire floor and helps to give unity to the room. The 
color scheme of the chairs is repeated in the curtains 


NATIONAL REAL EsTATE AND BUILDING JOURNAL — October, 1949 4l 











Action Getters for 
Property Managers 


By A. T. BECKWITH 


The Keyes Company, 
Miami 





| F RENTAL and leasing relations with your tenant 
aren't all they should be, you need “action getters.” 

For example, use deadlines. Set a deadline date for 
the acce ptance of the lease proposal. The deadline will 
force the tenant to make a decision, or, if he allows 
the deadline to expire, the owner is relieved of further 
obligation. 

Registered letters with return receipts required, 
delivered to the addressee only, will bring action when 
ever vou must use corre spond nce 

When a tenant's rent is overdue, place a FOR 
RENT sign in his shop window. Make your lease form 


out to include permission to place FOR RENT signs 
in your tenant's office or shop. Managers may over- 


look the value of putting the sign in a window of a 
store room to force pavment of rent 


$2 October, 1949 


Having difficulty getting tenants to decide about 
a new lease? Or answering your letters? Or pay- 
ing promptly? Then you need “‘action-getters” — 
devices which wili stimulate response. But that’s 
only part of the story. You also need fullest 
information on all phases of renting and markets. 
The author, a Certified Property Manager, sug- 


gests some highlights based on his own experience 


Managers of a variety of properties, like the hotel-apartment, 
apartment and office building managed by the Keyes Company, 
can break down operating costs, costs of specific services to esti 
mate totals; prospective investors must have accurate estimates 


Lease forms usually state thata FOR RENT sign will 
be posted 30 days before the expiration date of the 
lease, and if the tenant hasn't come to terms, a vacancy 
looms. The sign is the best attractor of new tenants 
If your building has four or five vacancies, don’t place 
signs in all the windows. One will do. 

If some advertising display company has pasted 
placards all over the windows of vacant store rooms, 
send them a bill by registered letter for rental of the 
show window. Rather than. pay the bill, they'll certain 
lv clean the window. 

When a tenant is slow to renew a lease, bring several 
tenants to the space and show them around. The old 
tenant will decide that he'd better act. If you have a 
new prospect, never allow him to wander on his own 
aimless tour of inspection. Each time he sees a vacant 
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office or shop, his idea of what the rental price should 
be declines. 

Start your selling campaign by getting the prospect's 
name, the nature of his business, the amount of floor 
area required in square feet, the number of rooms he 
wants, the location he prefers, and the amount he 
expects to pay. Then outline, on your rental floor 
plan, the area you have suitable for him. Quote a price, 
and then take him on the inspection tour. Sell the 
advantages of the building during the tour. Point out 
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' Fosgate Reports 
Mortgage Views 














the clean, modern look of the interior; name the * 

; A sae ‘ Keyes New Building At 

important tenants in the building; mention the excel ant Seas sien oe 

lent cleaning service, elevator service, air conditioning Percentage Leste roseare 

the building boasts. Favored By Roper panes 
You'll find that most prospective tenants are look : wintg bolnee 

ing for a bargain, but you'll find, also, that most pes 

tenants know that a good product at a fair price is a : i 

better bargain than a rapidly deteriorating product “ 

or service at a cheap price. MORTGAGE =3 
The idea of obtaining the bargain has its psycho- “pute te 18 cote 

logical value. If the owner sets his price at $4,000 and wore = on pomang 

the prospective tenant offers $3,000, that doesn’t mean nous ee = $4,513,365. 


that the prospect can’t pay $4,000; it probably means 
that the prospect is a bargain hunter. If he can obtain 
what he wants elsewhere for $3,000 you'll lose him 
unless you cut your price. But, if you are tuned in on 
the information sources, vou know that what vou have 
is similar in value to other locations your prospect 
has seen. Don’t cut your price. 

The only time a tenant pays as much as he can afford 
to pay is when a scarcity of locations in the desired 
neighborhood forces his price to a figure amounting 
to the maximum percentage his business can afford. 
For example, if a certain store is priced at $10,000 per 
vear, and the prospective tenant can’t duplicate the 
location for less than that, he will not pay one dime 
more if his annual sales are not more than $100,000 
a year. He probably can’t afford to pay more than 10% 
of his gross. If the store were offered to him at 5% of 
his gross on an open market, he’d probably start from 
there and allow himself to be hoisted up to almost 
10% of his gross. 

If you don’t know what the market rate is, you'll 
have vacancies. Rental rates are subject to the opera 
tion of the supply and demand principle just as much 
as perishable commodities are. The longer a store re 
mains vacant, the greater the loss. 

You as manager should be well acquainted with 
vacancies in stores, offices, lofts, apartments, residences, 
ind warehouses. Those vacancies have a depressing 
influence on current rental values and rent schedules. 

When you and the tenant you have sold draw up 
the lease, include a clause which adequately describes 
his business so that future squabbles among tenants 
over competition in similar lines will be avoided. And 
do not grant exclusive rights to a tenant; vou might be 
drawn into a lawsuit. 

Also, avoid a clause in the lease which gives the 
tenant option to renew in perhaps five years. You may 








keves ads give prospective investors and owners a complete pic 
ture of company policy on percentage leases, mortgages, views 
on building and real estate conditions. Advertised below this 
“Realty Review” is varied representation of company’s listings 


Good management, however, involves more than 
keeping the building full of paving tenants. Manage 
ment should be creative as illustrated by this exampl 

An analvsis of a certain found that a 40-room 


hotel was paving $.96 per square foot, but by spending 


le ast 


a little money, the property manager could obtain an 
office tenant at $1.50 to $2.00 a square foot. II the 
person negotiating the transaction had been thinking 
only whether he the rent of the hotel 
10°% or 15° ‘ » he would have ove rlooked the possibility 
of increasing the rent 100°), by changing the of 
the In other instances, it mav be advisable to 
create much greater walking traffic in that shopping 
irea. A business selling a large amount of low-priced 
articles would accomplish this end. 

The property manager should concentrate on the 
best use of the building by conducting traffic counts 
to determine if the present tenant can be replaced by a 
tenant capable of a larger volume. 

Keep management positive as well as creative. Own 
ers of buildings should be kept informed by their 
managers on leases, remodeling, modernization. Use 
full reports with facts and figures in order that well 
considered decisions can be reached. Make positive 
recommendations subject to the owner's approval 
Never place both sides of the picture before the owner 
and ask him to make a decision 

In vour rent schedule, the space, the size and 
area of the space in square feet. If the space is a retail 
shop, the feet should be 
with the front foot rate, the 


could increas 


us 


space ° 


show 
frontage indicated together 


square foot rate per year 


prevent the owner from planning the leasing of his and the annual rental 
space in the future. A far better prospect may appear Adhere to rent schedules as nearly as possible. When 
and the owner may be forced to spend a large sum of — the basic rent schedule was established it took into 


money to cancel the option. Never make anv agree 
ment without stating that it is subject to the owner's 
approval. 

After the lease has been in force, you may find that 
the tenant has done something contrary to the lease 
Don’t make a positive accusation, but use a non 
incriminating phrase like, “We understand that you 
have done thus-and-so . . .” vou may not be able 
to prove your claim. 


or 
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account the differential between offices on one floor 
as well as the differential between After th 
basic rate has been set, it should alwavs be maintained 
Never adjust one part of the schedule without making 
i corresponding change in the entire schedule. Avoid 
inequalities. 

On the rent roll, list the tenant, the space occupied, 
the annual or monthly rental, the rate per square foot 
or front foot, and the lease expiration date 


floors 


The rent 


1949 43 











roll will always show the current income of the prop 
erty minus the vacancies if vou record that informa 
tion. The vacancies should be deducted from the total 
potential income to arrive at the current contracted 
income. The rent roll will probably always lag the 
rent schedule in total annual rent dollars because of 
expiring leases. 

When a lease starts in the middle of the month, 
prorate the first pay period and adjust the following 
periods to the first of the month. If a collection plan 
is used whereby all the tenants are informed on the 
tenth, then the collection schedule is uniform. 

If vou are managing a large variety of properties, 
vou know operating costs and the costs of specific 
services. If you break those specific costs down to costs 
per square foot or cost per room over a yearly period 
for property of anv size, can fairly accurately 
estimate total operating costs. If you are assisting an 
investor who is thinking of buying an income prop 
erty, your estimate must be accurate. The omission 
of a $3,000 prorata cost of a new roof or of exterior 
stucco maintenance and of exterior and interior paint 
ing in an office building would reduce the income of 
the property by $5,000, and it might also reduce the 
value of the property from $30,000 to as much as 
$60,000. A buver can’t afford to be careless about not 
including expenses that won't occur right away. 

It is necessary to estimate taxes accurately. A rela 
tionship between total taxes and the assessed value 
of the property exists, which in the case of some down 
town properties, is as high as 6° of the total value. 
However, perhaps the current market value has gone 
to twice the assessed value, then the taxes would b 
approximately 3°, of the value of the property. The 
building we are discussing is a hypothetical building, 
of course; taxes on any property are public and can b 
easily discovered. We are familiar with a large project 
wherein the promoters estimated taxcs at $60,000 a 
vear. The actual tax bill was $140,000. Had they figured 
taxes at 3°% the tax bill would have been estimated at 
$150,000, a realistic figure. Each manager, of course, 
must know his local tax situation. 


you 


Co the Editor... 


Dear Editor: 


OL course, 1 have paid your paltry subscription 
price for the JOURNAL, but am discontented in 
mind unless I drop you a note of gratitude for a very 
happy, fruitful hour or two you have provided with 
the last issue. 

Articles, editorials, and other features are 
with clarity, brevity, and of so much human interest 
as to be easily and profitably read. 

Layout is excellent, cuts are superb, and front cover 
color pleasingly striking. 

Keep up the quality. Followers of our calling need 
it badly if we are to keep in step with the parade ol 


progress. 


covered 


V. P. Bradley 
Trenton, New Jersey 
Dear 


We enjoy your publication very much and think it 
is the best in the field. 


Editor: 


John E. Cyr 
Stockton, California 
Gentlemen: 
Your articles on selling hints and listing and adver 
tising suggestions are the best ever. 
— George S. Bacon 
Los Angeles, California 
Dear Editor: 
I think the Journal is excellent 
each good idea obtained is 
year subscription. 


believe that 
whole thre« 


and 
worth the 


— E. E. Ryon 
Schenectady, New York 
Dear 
We enjoy the Journal very much and look forward 
to receiving cach copy. 


Editor: 


— Harold J. Grove 
Omaha, Nebraska 





Pigeon Hole Parking 
























14 October, 1949 


] EWS comes from Portland that a new solution for 
the modern metropolitan problem which has 
vexed city planners, property managers, and builders 
alike parking space has been found and proved 
successful. Termed “Pigcon Hole Parking” by its 
originators, the Sandes brothers of Portland, the svs 
tem consists of steel storage racks with space for cars 
four deep and a hydraulically-operated mobile el 
vator. Parking lot capacities are more than tripled with 
this installation. 

\ small car lift within the mobile elevator slides out 
beneath the car to be parked, lifts it a few inches off 
the ground, and carries it into the main elevator. The 
mobile elevator then moves sideways along standard 
railroad track, lifting the car to any of the four levels. 
When the 
into the 


lift carries 
Average 


desired stall is reached, the car 


the car stall and lets it down tim 
for this ope ration is 30 seconds. 

No space is lost in setting up this equipment, since 
the exit and 


entrance to the parking lot. Racks are built in sections 


three tiers of cars can be parked above 


ol two or more, each sub-section holding four cars 


Double-length storage racks are available for two-cat 


installation in each stall. 
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Unconventional, high and low kitchen cupboards with 
drawers between them that pull out at. waist level provide 
maximum space in a compact, step-saving area near the range 


Storage Space Ideas 


This built-in bathroom 
cupboard is two feet deep, 
has movable shelves and 
sliding doors which open 
into the bath and into a 
bedroom, where linens 
can be easily removed 
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Handy storage for odd-sized luggage is made 
possible by shelves which cover three walls. 
Note wide top shelf for baskets and blankets 


Fold-away beds stacked double bunk style save space 
Doors close on beds, lavatory to make flush wall 
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Be sure to know the difference between a “condition” and a “prom- 
ise’’ when you draw up a contract, because failure to comply with 
the latter can mean a damage suit. Did you know that a master’s 
deed terminates leases and a grantee has to make the best ar- 
rangements he can with tenants? Be safe with legal knowledge 


By GEORGE F. ANDERSON 


2 distinguishing characteris 
tic of a “condition” in a con- 
tract, and “promise” is that upon 
the failure of a condition the con- 
tract is discharged without any 
further liability on either party, 
while in the failure of a vital prom 
ise the other party has an option 
to consider the contract breached 
and to refuse to perform but may 
also sue for damages. 

If vou enter into a contract to 
sell me a building and the contract 
provides that “This contract is up- 
on the condition thaf the buyer 
gets a $5,000 loan to apply on the 
purchase price,” if I didn’t get a 
loan I would be discharged, but 
the important thing is that I 
wouldn't be obliged to try to get 
i loan, and would not be obliged 
10 accept one if it was offered to me. 

If the contract had provided that 

The buver agrees to use his best 
cllorts to obtain a loan in the sum 
of $5,000, but if he does not suc 
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ceed then this contract shall at his 
option be cancelled, “I would b« 
obligated to try my best to get a 
loan, and to accept one if offered 
to me, and if I didn’t I would be 
liable for damages. The first pro 
vision in reality makes a contract 
at the will of the buyer.” 

\n interesting thing about ex- 
press conditions is that they must 
be literally complied with. In the 
case of Hanna vs. Commercial 
Travelers Mutual Accident Associa 
tion, 205 N.Y. App. Div. 258, an 
accident and life insurance policy 
had a condition that the company 
should be notified within ten days 
of the death of the insured. The 
insured was killed in an auto acci 
dent, his body being found in a 
river four vears later. The court 
held that the condition was not 
complied with, and the policy was 
discharged. 

The case of Progress Laundry 
Co. vs. Schweik, 332 Ill. App. 408, 


involved a Lloyd Fire Insurance 
Policy. The policy contained a con 
dition that the insured should car 
ry a policy for at least $3,000 in the 
Law Union & Rock Co. At the 
time of the fire he carried a policy 
in the sum of $2,500, in said com 
pany, and in pursuance to the con 
dition in the policy had taken out 
a policy for $3,000 in Yorkshire 
Insurance Company, and it was ad 
mitted that this company used the 
same form of a policy, and was just 
as responsible financially, and as a 
matter of fact it paid its share of 
the loss after the fire. Justice 
O'Connor said: “. Lloyds took 
advantage of the fact that at the 
time of the loss there was not at 
least $3,000 insurance covered by 
a policy of the Law Union & Rock 
Co., and we are constrained to hold 
that under law, Llovds could take 
advantage of this.” 


A MAN making or buying a loan 

on a building occupied by a 
responsible tenant under a long 
term lease (dated subsequent to the 
trust deed) and at a_ substantial 
rental, may reason to. himself, 
“True, this loan is a little top 
heavy, but with such a tenant, I 
wouldn't mind owning the build 
ing.” But if he reasons like that he 
reckons without the law, because 
the law is that a master’s deed 
terminates the leases, and it is up 
to the grantee to make the best 
arrangement with the tenants that 
he can. 

I foreclosed a trust deed on a 
building that had a chain store in 
it under a long term lease, paying 
$1,000 a month rent. It would have 
been a nice investment to own the 
building on that basis. When we 
got the deed, and went out to col 
lect the rent, Mr. Chain said to us, 
“T'll tell you what we'll do.” (He 
didn’t ask us, he told us.) “We'll 
sign a new lease at $500 a month.” 
Since stores were begging for ten 
ants, we took him up on it, but it 
was something quite different from 
what my client had bargained for. 

In the case of Jetzinger vs. Con 
sumers Stores, 268 App. 482, the 
court said: “From the decree it is 
evident that there is no privity of 
contract between the plaintiff and 
the defendant, and therefore th« 
plaintiff cannot recover rent under 
the lease executed by the mortga 
gor, Maniates, unless the defendant 
under the Maniates lease does, by 
accepting a new lease, or by acts 
of the defendant which would indi 
cate a willingness to hold the 
premises under the plaintiff's title.” 
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By BERT V. TORNBORGH, C.P.A. 


DEPRECIATION MUST BE 
RECORDED on a taxpayer's books 
of account, say the Treasury Regu- 
lations, and credits to a deprecia- 
tion reserve account meet the re- 
quirements better than reducing 
the book value of the assets. 


FORECLOSURE LOSSES, 
meaning the equity lost by the 
title-holder at time of foreclosure 
sale, may be deducted in the year 
of actual loss which takes place at 
the expiration of the period of re- 
demption, as provided under differ- 
ent state laws. The loss, thus, does 
not necessarily or even usually at- 
tach to the foreclosure date but to 
a later date. If a taxpayer releases 
his redemption right prior to ex- 
piration of the redemption period, 
however, then the loss is properly 
deductible at the time of such re- 
lease. 


MARCH 1, 1913 FAIR MAR- 
KET VALUE of real estate, for 
income tax purposes, is evidenced 
by sales of similar property in the 
same general neighborhood, by of- 
fers to buy and by testimony of 
real estate experts. So called “hind- 
sight” appraisal affidavits are not 
worth much in themselves but are 
given some recognition if presented 
along with other substantiating 
data. 


NO RECORDS were kept by a 
taxpayer over a four-year period. 
Court said his income could be de 
termined by prorating over the 
four years the amount of increase 
in his net assets, plus $2,000 per 
year living expenses. 


IMPROVEMENTS BY TEN- 
ANTS should be treated by them 
as capital investments, not as ex- 
penses, and the cost should be de- 
ducted over the life of the im- 
provements or the term of the lease, 
whichever is shorter. 


NEW YORK CITY real estate 
taxes accrue, says the Treasury 
now, on the lien dates when they 
become due and payable, namely 
October 1 and April 1. This re- 
verses their earlier stand which was 
that the taxes accrued when the 
real property assessment rolls were 
delivered to the collecting officer. 


MARYLAND GROUND RENT 
provisions in a “deed of lease” re- 
sults, under Maryland laws, in a 
deferred-payment sale of real estate, 
the “deed of lease” being in essence 
a mortgage. 


DEALER OR INVESTOR, was 
question raised before the Tax 
Court in recent case of licensed real 
estate broker who built and man- 
aged rental dwellings and collected 
large rents from them. He also 
bought land and established two 
subdivisions, on which  1-family 
houses were built for sale, with 
profits reported as ordinary in- 
come. Taxpayer then liquidated 
most of the rental properties, re- 
porting these profits as long term 
capital gains, which Treasury ob- 
jected to, saying it, too, was ordi- 
nary income. 

Court upheld taxpayer, pointing 
out that a real estate dealer can 
also be an investor, which has long 
been recognized as to security deal- 
ers. Court took particular note of 
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the following facts as bearing out 
that taxpayer had acted as an in 
vestor rather than as a dealer — (a) 
profits on houses built for sale were 
accounted for separately and (b) 
each rental property had a separate 
rent account as well as separate ex- 
pense accounts, including depre- 
ciation 


BAD DEBT LOSS was claimed 
after the debt had been outlawed 
by the statute of limitations, when 
it was found that a compromise had 
been affected during the tax year in 
question and the debtor had made 
some payments in the meanwhile. 
However, it was also found to be a 
fact that the lender was in the real 
estate business, whereas the borrow 
er was in the business of develop 
ing automobile agencies. There- 
fore, the lender could not claim a 
business bad debt — no direct busi- 
ness purpose having been shown in 
the loan transaction — and the bad 
debt deduction was limited under 
the provisions applicable to non 
business bad debts. 


RENTS AND REPAIRS show 
up as separate deduction items on 
the new individual income tax 
blank (Form 1040) for 1949, where 
as before they were combined with 
“other expenses”. Another change 
relates to schedule D (Gains o1 
Losses from Sales of Property) 
where the cost of subsequent im 
provements has been moved over 
from the Expense-of-Sale column 
to the Cost-or-Other-Basis column, 
where it more properly belongs. A 
new question on the form asks 
whether the taxpayer owes any 
federal taxes for earlier years 

















Greater Value 


at 
Lower Cost 


By economical, streamlined modular construction, 
Pollman Homes offers new low costs in a wide 
variety of attractive factory-built homes. Dis- 
criminating real estate builders and developers 
are finding that Pollman Homes, built by experi- 
enced craftsmen, increases the prestige of their 
subdivisions. For further information, write to 


Pollman Homes 


Manufactured and Distributed by 


THYER MANUFACTURING CORP. 


2857 WAYNE STREET, TOLEDO 9, OHIO 








DISTINCTIVE SIGNS 






OM GIAL ORS er 


Building a reputation for 
integrity and efficiency is 
important in the success 
of a realtor. As an aid to 
progress, a distinctive sign 

. one that stands out 
from the multitude of 
signs - and instantly 
identifies your company by its 
individuality .. is an nportant 


asset. 
During the past ten years, we 
have made millions of baked 


enamel, silk-screen printed signs 
for realtors all over America. 
Now we have added ovals and 
circles to the conventional rectan- 
gular type. Circles from 12” to 48 
or Hardboard . . . ovals from 18” x 24” to 48” x 72” in 
Hardboard . . . any number of colors. We also furnish 
wood or steel stakes, wall-hangers, strip signs and wood 
frames. 


1724 BLUFF ST. 


MA 1013 


. in steel, aluminum 


Write for Catalog and Prices 


We can duplicate any sign you are now using, or create 
something entirely new and distinctive for you. You'll find 
our prices and service interesting. Give us an idea of the 
quantity, number of colors and other details and tell us 
whether you want to duplicate your present sign or adapt 
it to one of the Distinctive Berlekamp ovals or circles. 
Signs may be plain silk-screen printed or reflectorized to 
make them work for you night and day. 


BERLEKAMP SIGN COMPANY 


Dept. NRJ Fremont, Ohio 


AYES REALTY @ 
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PRODUCT PROGRESS 





Fire-Resistant Paint Introduced 





\ fire-resistant paint has been developed which 
undergoes a physical transformation when subjected 
to fire and creates a protective white crust 
said to be eight times the thickness of the 
coating. 

Called “Flame-Seal” by its manutacturers, Stallton 
Chemical Corporation, 37th Avenue, Long Island, the 
non-toxic flat finish paint is said to be moisture-proof, 
termite proof, and will not crack, chip or peel. It can 
be washed with soap and water without losing its ef 
fectiveness. 


which is 


original 


Mengel Solid-Core Flush Doors 

\ new door has been developed which can be used 
optionally as an interior or exterior door. Called the 
“Solid-Core Flush Door” by the manufacturer, Men- 
gel Company, Louisville, Kentucky, the door is so 
constructed as to stand marked changes in temperature 
and humidity. 


Heated Cable Keeps Pipes from Freezing 








Underground or exposed pipes can now be wrapped 
in a unit called “No Frozen Pipes” to keep them trom 
freezing or bursting. 

Phe No Frozen Pipes unit consists of a length of 


cable, roll of insulation, roll of waterproof wrapping 
and thermostat automatic control. 

After the pipe is wrapped with the cable, insula 
tion, and waterproofing, the thermostat is mounted 
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adjacent to the pipe and plugged into an electric out 
let; the cable is then plugged into the thermostat re 
ceptacle which turns on current when temperatures 
drop below 35 degrees. Manufacturer is the Gro-Quick 
Company, 340 W. Huron Street, Chicago. 


Casement Windows Given Storm Sash Protection 

Casement windows can now be given storm win- 
dow protection by means of an aluminum sash which 
fastens to the outside of the movable hinged case 
ment. The moves with the window when the 
casement 1s opened for ventilation. 


sash 


Developed by Eagle-Picher Company, Cincinnati, 
the sash may be removed from the inside, but it may 
remain in place all year since it looks like part of the 
window. 


“Oncrete for Concrete” 

Oncrete, a moisture-repellent coating adapted for 
stucco and asbestos shingle exteriors, can be either 
brushed or sprayed on existing surfaces to give a dec- 
orative durable, semi-glaze finish. 

The new which can be cleaned with a 
garden hose, stands up under varying weather condi- 
tions. The manufacturer is Inc., 1525 E. 
53rd Street, Chicago. 


coating, 
l Owe bco 
New Tiling Resists Alkali 


\ new resilient flooring tile 
which is resistant to oils, greas 


has been announced 
, fats and alkali. Made 
of a combination of plastic and asphalt compounds, 
the tile comes in 11 colors. 

Arlon tile, as the product is called by its manufac 
turers, Armstrong Cork Company, Lancaster, Pennsyl 
vania, is produced in 'g-inch and 3/16-inch gauges 
and in 9 x 9-inch tiles. 


New Garbage Container 








Sanicon, can unit, 
gives five-way protection; steel enc losures keep rodents 
out; buiit-in fumigator containing 5°, DDT kills in 
sects and acts as de-odorizer; the unit cannot be tipped 
over, and there is no spillage. 

Sanicon, manufactured by Sanicon Company, Not 
folk, comes in single and double sizes and holds up 
to 30 gallons capacity. 


a recently developed garbage 
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SPECIAL SALE! 


40 Carloads — Brand New 


Steel Heating Boilers 


Available Immediately at 


LESS THAN 12 ORIGINAL COST 


Manufacturer discontinuing line of domestic steel boilers 
for steam or hot water heating systems. 


Ali-Welded Stee! Construction 
No Tubes to Repair or Replace 
For Gas, Oil or Stoker Firing 
Extremely Compact and Efficient 
Thousands Now in Use 


Manufactured by one of the leading steel and marine 
fabricators in the middle west. Available in two sizes for 
small and medium size homes: 


Model Rating—Net Steam Price Each 
1616-2 408 Sq. Ft. $ 95.00 
1818-2 510 Sq. Ft. 110.00 


Prices include boiler and trim for steam or hot water and 
18 ga. steel vestibule-type enclosing jacket. All prices f.o.b. 
Toledo, Ohio. To be sold in carload lots only. Subject to 
prior sale. 


For Further Information — Write, Wire or Phone: 
CONDITIONAIRE, INC. 


Terminal Tower, Cleveland, O. 
TOwer 1-3110 














SALES PLUS = SALESBOARD 


FOR SALE 


2 FAMILY - BRICK 
12 ROOMS & GARAGE 
$17,000 


1 FAMILY- STUCCO 
BUNGALOW TYPE 
S ROOMS s9 000 


Style 
No. 712 


Aluminum 
frame and 
stand 
ttached 


No glass 


Ist. & 2nwo. MORTGAGES 
ARRANGED TO SUIT 


‘ 





Furnished in 


aluminum Acme Boards and Signs 
or stainless steel frames can be furnished in any 
From 15 x 30” in size to style or size. Forward 
20 x 30°. Write Dept. your special specifications 
RE-10 No obligation 






A V 0) 37 cast i2™ street 
a NEW YORK 3, N. Y. 


BULLETIN COMPANY 
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ier executive committee of 
NAREB last month proposed 
changes in the Constitution and 
the By-Laws to give increased rep 
resentation on the Board of Direc 
The stemmed 
suggestion ol the 
tion. lt 


from a 
California sec 
'nder the new proposals, each 


tors. action 


State, territory, or province would 
be entitled to one director plus an 
added director for each 500 realtors 
over the first 200. The proposals 
also stipulate that any state not in 
the three-way with 
NAREB would directo 
deducted as 
at least one 


that a 


avgrecment 
have one 
long as that 
director, 


has 
and they sug 
three-way agreement 
should be accepted if endorsed by 
90°, of the boards in any state re 
gardless of the inclination of the 
realtors represented by the boards. 
Phe new Board would number 166 
members. In amend 
ment which would enlarge the ex 
ecutive committee from nine to 15 
members has been proposed. 


State 


rest 


addition, an 


I'S a big temptation to try to sell 
an existing house by using the 
damning phrase, “It’s better con 


struction; it was built before the 
war, you know.” V. F. Buchek, San 
Antonio realtor and builder, warn 
ed delegates to a Texas realtors sales 
clinic last month, that use of such 
sales talk undermines the work of 
every active post-war home builder. 
And he’s right. 


In the main, no re- 
flection can justifiably be made 
against today’s new homes. Most 


builders are constructing soundly, 
often with better, more lasting ma- 
terials than available before 
the war. Let's be sure we don’t foul 
our own nest or the other fel 
by injudicious talk of “the 
good old days.” 


were 


low’s 


YRESENTI picture of the mort- 
market is a good one, 
though lending activity is still un- 
der last vear, and has been for 11 
consecutive months. Number of 
loans are up, volume down, most 
of them for under $20,000 . . . proof 
that lower-priced homes with im- 
proved values are bringing buyers 
into the market. 
Package mortgage 
stronger than ever. 
month, one builder 


gage 


activity is 
In Boston last 
used a half- 





page newspaper ad to announce the 
opening of a project of $9990 
Next day, more than fou 
thousand people visited his model 
home. He onlookers said 
he could have sold all if enough 
salesmen had been on hand. The 
reason wasn't the price . other 
houses were on sale at $7500 and 
$8000. The prospect pullers were 
the major kitchen and laundry ap 
pliances, all included in the pw 
chase price. 

In the maintenance and moderni 
zation market, many property man 
and owners are taking ad 
vantage of the so-called “open-end” 
mortgage . getting loans on the 
existing mortgage up to the origi 
nal amount of the mortgage for re 
pair, improvements. For example, 
manager wants to add rentability 
to his apartment building by in 
stalling brand new _ refrigerators 
and ranges, a new heating system. 
On a $50,000 mortgage, $30,000 had 
been paid, so he borrows the $20,- 
000 difference, gives his property 
the rentability it needs in an in 
creasingly competitive market. 


houses. 


sold 55, 


aYv 
agers 


17-MAN British building team 

scoffed at their country’s con 
struction practices. They had just 
completed a_ six weeks study of 
building methods in the United 
States. Reported the team, “Build 
ing efficiency here makes labor 
50°; more productive than in Brit 
ain.” They attributed the efficiency 
of American craftsmen to design, 
managerial direction, pre-construc 
tion planning, organization of work 
at the job-site, mechanization, ade 
quate supply of materials 
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METAL SIGNS, 100 or more, $.44 ea. 
REALTORS SIGN SERVICE 
Box 1022 Greenville, S. C. 








REAL — com 








AFFILIATES ME 


Sr. Louis 


MBER 
BoarD 
HERMAN SIGN COMPANY 


5353-55 Walsh St. 
St. Louis 9, Mo. 
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SOU THE a MISSOURI’S Most Modern Soae- 
Court and Cafe. $40,000.00, with term: 
I RME R J G ARNER, Realtor, Bloomfield, Me. 


FOR SALE — VIRGINIA 
( Broker’s co-operation invited ) 
Specializing in the sale of Colonial Homes and 


Plantations in all sections of Virginia. G. B. 
LORRAINE, Law Building, Richmond (19), Va 


__Training ror— 
FUTURE REAL ESTATE 


Brokers, Appraisers, Managers 


Investigate our Home Study and Residential 
courses in Real Estate. Includes all phases 
of the business. G.I. pproved. On-The- 


Job Trainees can take either course. 
FREE CATALOG Established 1936 
WEAVER = 4 REAL ESTATE 


15 E. Pershing -_ ll City 8, Mo. 











50 


October, 1949 - 





NEED REAL ESTATE 


oy 
HESS 


ee7 srosaow 


PHONE AL. 4- 2700 

We Ship Anywhere in U.S.A. 
PROMPT SERVICE 
LOWEST PRICES 








WRITE DEPT. R.E.J. 
FOR COMPLETE DETAILS 








NATIONAI 


“WE SIGN THE NATION’ 


CTIVE DISPLAY ADV 





1702 West 19th Street Chicage 8, Tl. 
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CONSULT THESE SPECIALISTS... 


FOR REAL ESTATE 
SALES 


@ ALBANY, N.Y 


Picotte Realty, inc 
120 Washington Ave 


@ NEWARK, N.J. 
Van Ness Corpora- 
tion, Realtors 


@NEW YORK, N.Y 
Fass & Wolper, Inc 
7 East 42nd Street 
Main Street Proper- 
ties Anywhere in the 


U.S.A 


@DENVER, COLO 


Garrett-Bromfield & 
Company 
Security Building 


@ DENVER, COLO 
V. J. Dunton Realty 
¢ 


0. 
400-10 Midland Sav- 
ines 


e@ FOLEDO, OHIO 


Schuster & Co 
George E. Schuster 
Gardner Building 


@KNOXVILLE, 
[ENN eWICHITA, KAN 


Richards Real Estate Russ Prater Com- 
Af 


Oo. pany 
722 Market St 137 North Main 


FOR EXPERT 
APPRAISAL SERVICE 


e@COLUMBLUS, OHIO @NEWARK, N.J 


William P. Zinn & Harry } Stevens, 
M.A.I 


o 
37 North Third St 478 Central Avenue 


@NEW YORK, N.Y 
Henry Waltemade, 


eCONCORD, N.H 


William E. Sleeper 
Realtor-Appraiser 
69 East 149 Street 


@FAST ORANGE 
NJ @NEW YORK, NY 


Godfrey K. Preiser, Scientific Appraisal 
1A. S.R.A Corporation 
IN. Harrison St 7 East 42nd St 


$200,000 values and 
up only 


@ MINNEAPOLIS, 
MINNESOTA 


Neenen L. Newhall ePHILADELPHIA. 

319 Marquette Ave “xe 1 J. Selt 
ichard J. Seltzer, 
M.A. 


12 South 12 Street 


NEAPOLIS, 
NESOTA 


F. Sutherland est. LOUIS. MO 
1.A.1 Otto j Dickmann, 
M 


“ve 
Pod 37 


17 East 24th Street 


1861 Rail ay Ex- 
change Bide 


eN hd ILLE, 
TENNESSEE 
fee i Co 
—Since 1914— 
214 Union Street 
Tenn.—Ky.—Ala. 


e@ TOLEDO, OHIO 
Howard W. Etchen, 
M.A.I 


Et “ Lutz Co 


FOR LAND PLANNING 


e@eWILMETTE, ILL 
Myron H. West 
916 Greenleaf Ave. 


FOR IDEAL 


STORE LOCATIONS 


@ ALBANY, N.Y. 
Picotte Realty, Inc. 
120 Washington Ave 


@AUGUSTA, GA. 
Sherman-Hemstreet 
Realty Ce. 
801 Broad Street 


@ BALTIMORE, MD 
B. Howard Richards, 


Inc 
Morris Bldg 


eCINCINNATI, 
OHIO 
Robert A. Cline, 


ne 
1027 Enquirer Bide 


@DES MOINES, IA. 
Donahoe Investment 


0. 
Retail, Wholesale, 
Industria 


@KANSAS CITY, 
MO. 


Moseley & Company 
Retail, Wholesale, 
Industrial 
Suite 1111, tnsur- 
ance Exch. Bldg 


st ORLEANS, 
A. 


Leo Fellman & Co 
829 Union Street 


@OKLAHOMA CITY, 
MA 


7 AH¢ 


. F. Bradburn, 
Fidelies Bldg. 


5 aoe < ITY. 


OKLA 
J. B. sem 4 
804 Southwest 
Second St. 
Retail, Wholesale, 
Industrial 


@OKLAHOMA CITY, 


OKLAHOMA 
Tom Pointer Co 
304 Local Bide. 


eST. LOUIS, MO 

Isaac T. Cook Co 

1818 Arcade Bldg 

@SARASOTA, FLA 

Don B. Newburn 

144 So. Pineapple 
Ave 


e@WASHINGTON, 
D.C 


Shannon & Luchs 


“ 
1505 H Street, N.W 


FOR PROPERTY 


MANAGEMENT 


@ ANDERSON, IND 
A. L. McKee, 
C.P.M 
Anderson Banking 
Co 


eCOLUMBLUS, OHIO 
William ?. Zinn & 


Co 
37 North Third St 


e@DENVER, COLO 
Garrett-Bromfield & 
Company 
Security Building 





e@ DENVER, COLO 
Vv. J. Dunton Realty 
o 


410-10 Midland Sav- 
ings Bide 


@ TOPEKA, 


e DETROIT, MICH 
Kamil Management 
Company 
704 Transportation 
Building 
Established 25 years 


@jAC magerven LE, 
PLC 
Mal or Je 
108 W. Bay Street 


@NEW ORLEANS, 
LA 


Charles A. Bourgeois 
4218 Iberville St 


@ FOLEDO, OHIO 
Schuster & Co 
George E. Schuster 
Gardner Building 


KAN 


Greenwood Agency 
108 East Seventh St 


FOR FARMS 


AND RANCHES 


@ DENVER, COLO 
V. J. Dunton Realty 
Company 
400-10 Midland Sav- 
ings Bide 


CA 


California-Nevada 
Company 
412 W. 6th Street 


@LOS ANGELES, 
LIF 


@WALNUT RIDGE, 
ARK. 


R. S. Choate 
201 W. Second St 


FOR CHAIN STORE 
LOCATIONS 


@ALLENTOWN, PA 
The Jarrett 
Organization R. C. Blase, 
842 Hamilton St 434 State St 
‘Specializing East- 
ern Penna.” 


@SCHENECTADY 
N.Y 


@COLUMBUS, OHIO 
William P. Zinn & 


Co 
37 North Third St 


@ TOLEDO, OHIO 
The Al E. Reuben 


Company 
618-20 Matton Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ ALBANY, N.Y 


Picotte Realty, Inc 
120 Washington Ave 


@KANSAS CITY, 
MISSOURI 
Moseley & Company 
Retail, Wholesale 
Industria 
Suite 1111, Insur- 


@ALLENTOWN, PA ance Each. Bide 


The Jarrett 
Organization 
842 Hamilton St @ MOBILE, ALA 
“Specializing | East- Thos. M. Moore 
ern Penna Industrial Site Spe- 
cialist 


@OKLAHOMA CITY, 
OKLAHOMA 


George C. Chambers J. B Klein, Inc 
406 Roumain Bide 804 Southwest 
Second St 
Retail, Wholesale 


Industrial 


@BATON ROUGI 
LA 


@eCOLUMBUS, OHIO 


William P. Zinn & 
Company 
37 North Third St 


@OKLAHOMACTITY 
OKLAHOMA 


Tom Pointer Co 


404 Local Bide 
@CONNECTICUT 


AND VICINITY eST. LOUIS, MO 
Nathan Herrup, Inc Ouo J. Dickmann 
61 Allyn St \ 


Hartford 1861 Railway Ex 


change Bide 


@ DODGE CITY est. LOUIS, MO 
KANSAS Henry R. Weisels 


Company 
418 North Eighth 


L. B. Hancock, Inc 
P.O. Box 87 


@SAN JOSE, CALIT 
Thos. L. Mitchell & 
Company 
Emerson W. Dawson 97 E. Santa Clara 
P.O. Box 555 St 


@eINGLEWOOD, 
CALI 


@SCHENECTADY 
N.Y 
R. C. Blase 
434 State St 





Rates for Advertising 
In the “Consult These Specialists” 
Department: 


Per 
Issue 
2 lines 12 issues $3.00 
2 lines 6 issues $3.50 
2 lines less than 6 issues $4.00 


Additional lines, 50 cents per issue 


No charge for city and state lines 
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THE CHAMPION ... 


J. new Gunnison ‘‘Champion" is the answer to the 
tremendous demand for low cost Homes. Designed for people 
of modest means but unlimited good taste—the ‘‘Champion" 
Home is the result of years of research by The World's 
Foremost Manufacturer of Beautiful Homes. 

This home was developed for FHA 95% mortgage insurance 
where the appraisal value of the home and lot does not 

exceed $6,300. Ideal for project development. 

The “Champion"’ augments the already popular 

Deluxe and Master Gunnison Homes. 

Distribution is thru local Franchised Dealers authorized 

to Sell, Erect and Service these beautiful Homes. 

Interim Financing is available to qualified Dealers. 
Advertising, Sales Promotion services, and direct aid 

from District Sales Managers round out the picture. 

New territories are being opened and we invite inquiries from 
those having sound financial standing and excellent references 
For complete Dealer information write to New Dealer Division MASTER HOME—3 SIZES 
No. 2, Gunnison Homes, Inc., New Albany, Indiana. 


MNIMICIL 


UNITED STATES STEEL UsS CORPORATION SUBSIDIARY 


NEW ALBANY, IND 





